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Rough Proofs 


Some of the beautiful ladies who 
said in print that Camels didn’t 
jangle their nerves now say they’ve 
never smoked the brand, so even 
the FTC ought to be satisfied that 
the testimonials were okay. 
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Reynolds Metals says it can roll 
60,000 square feet of foil from a 
single pound of aluminum, a feat 
which ought to rate close to the 
top in the roll-your-own depart- 
aphe ment. 
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The aluminum experts are talk- 
ing about making cans out of their 
favorite metal after the war, and 
if this happens the can manufac- 
turers will no doubt want to give 
the steel men their money back. 
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A young woman with ten years’ 
experience says in a classified ad 
she wants a job “in public rela- 
tions and/or publicity in Chicago 
area.” She'll probably end up in 
a lawyer’s office. 
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American Builder reports that 
material dealers need 233,998 
Garage Doors (Up. Actg.), but 
how many car owners would ac- 
cept a garage door that could be 
counted on to act up? 
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S'W1d@ Roy Drachman, of the Tucson 
n go08 Sunshine Climate Club, tells 
8 friends he enjoys Army life, which 
lism i ought seem very quiet and 
‘peaceful after struggling to find 
picting ag for so many homeless tour- 
PF ists. 


mplete ee 


Gladys the beautiful receptionist 
says the radio people have done so 
well with AM broadcasting that 

ry ev she’s sure they’re going to do all 
right with this new PM. 
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A manufacturer is now offering 
“between meals snacks” for dogs, 
and now that Rover has gone to 
war he probably deserves a little 
extra in the way of tasty groceries. 
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While between-meals snacks 
ought to be a canine treat, old- 
fashioned dogs admit that it’s a 
lot more fun to go out in the back 
yard and dig up a nice, juicy bone. 


- YF Se 


Cafes usually sell something be- 
sides the obvious, and that’s why 
Manning’s, Inc., has to be identi- 
fied in a news item as the operator 
of a Coast chain of coffee cafes. 
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American busses, says White 
Motor, have carried more than 16 
billion passengers since Pearl Har- 

Mm bor, which might suggest that we 
fm must have had a heavy influx of 
Visitors from Mars. 
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Metropolitan Life is distributing 

free two interesting booklets on 

— baby care, thus setting up some 

difficult competition for the pub- 

lishers who have been doing the 
Same thing, with advertising. 
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Time talks about starting “men 
Wearing new kinds of clothes that 
Will be more fun to buy and wear.” 

‘om the service men’s standpoint, 
this simply means civvies. 
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FOR NAZI DEFEAT—Land O'Lakes 
Creameries, Inc., Minneapolis, has 
scheduled this 980-line ad to run in 
more than 250 country newspapers the 
week Germany capitulates. Mats and 
orders have been sent to the papers 
with instructions to run the copy as 
soon as the surrender news becomes 
official. Campbell-Mithun is the agency. 


See ‘Mark Time’ 


Era for Consumer 
Goods Nearing End 


Washington, D. C., April 19.— 
WPB Chairman Donald M. Nelson 
restated his belief today that in- 
dustry should concentrate immedi- 
ately on making detailed plans for 
the resumption of civilian produc- 
tion, as signs mounted that the 
present “mark-time period” in re- 
conversion would be followed late 
this fall by widespread release of 
materials and facilities for con- 
sumer goods. 

Mr. Nelson returned Monday 
from a 10-day trip to the South, 
to express surprise that the elec- 
tric iron program had been rolled 
back to 200,000 units, allegedly to 
save manpower for essential war 
programs. One of his first official 
acts was to order a review of de- 
cisions made in his absence, freez- 
ing civilian production at first 
quarter levels. 


Appoints New Committee 


He took the first steps toward 
gearing up WPB to supervise re- 
conversion by appointing a seven- 
man advisory committee of leaders 
in labor, management, the press 
and consumer groups to assist in 
laying down the strategy and pol- 
icy. To allay fears of politics 
within the industry advisory com- 
mittees, he promised that the en- 
tire process of relaxing wartime 
controls “would be done in a gold- 
fish bowl,” so the public would 
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Sasser vs. Herold? 


It may happen. Read 
‘Private Lines,’ Page 18. 
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Chicago Enters 
Fashion Fray with 


$100,000 Budget 


New Apparel Group 
Seeks to Make City 
World Style Center 


Chicago, April 19.—Apparel 
manufacturers here, through the 
recently organized Chicago Fashion 
Industries, this week formally took 
up the challenge of almost a dozen 
other U. S. cities lustily engaged 
in a battle for supremacy in the 
apparel industry by announcing a 
14-point program designed to make 
the Midwest metropolis the suc- 
cessor of Paris as the world’s style 
center. 

Doing a _ $500,000,000 apparel 
business a year (second only to 
New York with a $1,000,000,000 
dress business) and strategically 
located with 75% of the retail buy- 
ing trade of the country not far- 
ther than an overnight ride away, 
Chicago claims a distinct edge over 
other competitors—St. Louis, Kan- 
sas City, New Orleans, Miami, 
Boston, New York, Dallas, Min- 
neapolis, St. Paul and Los Angeles. 

So believes Oscar Meinhardt, 
recently hired by the Chicago 
Fashion Industries as executive 
director to serve as its general in 
the fashion fray. 


$100,000 Fund Sought 


A $100,000 war chest is being 
raised to promote the Chicago 
market, said Mr. Meinhardt, add- 
ing that the organization is casting 
about for an agency and hopes to 
appoint one within the next month 
or so. The organization’s program 
calls for, among other things, a 
permanent schedule of advertising 
in trade publications; establish- 
ment of a consumer identification 
tag for Chicago designed and man- 
ufactured apparel; advertisements 
in consumer fashion magazines to 
make the public conscious of Chi- 
cago-made apparel; and organiza- 


(Continued on Page 63) 


WMC Essentiality 
Confuse Magazine Field 
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ANNOUNCING THE ARRIVAL OF 

A WAR BABY! 
Onbit 

SIZE & WEIGHT Standand 


APPEARANCE Plain but Honcat 
Orbit Chewing Gum is mode by Wrigley's 


NEW WRIGLEY GUM—Although its 

name isn't featured prominently, Wm. 

Wrigley Jr. Co., Chicago, is making 

the gum introduced by this copy, used 

last week in the Milwaukee market. 
(Story on Page 4.) 


Food Advertisers 
Push Products Via 
Free Goods Offers 


New York, April 19.—With the 
public being strongly urged to make 
greater use of the “no-point, low- 
point” foods, several national food 
advertisers are running copy in 
current issues of grocery trade 
publications featuring free goods 
for grocers, specially packaged 
combinations, bigger profits, and 
calling attention to their national 
consumer advertising. 

Wilson & Co., Chicago, which 
broke with an extensive campaign 


(Continued on Page 61) 


taxes on toilet articles. 


excise taxes to Fitch. 


is the agency. 


Last Minute News Flashes 


Fitch to Take Excise Tax Case to Highest Court 

Des Moines, Ia., April 21—F. W. Fitch Company will appeal to the 
Supreme Court a decision by the ninth circuit court here that the com- 
pany cannot deduct advertising or selling expenses in figuring excise 
The circuit court reversed a decision of Dis- 
trict Judge Charles A. Dewey which held that such expenses can be 
deducted in figuring excise taxes, and awarded a refund of $79,000 in 


Hills Starts Promotion of New Corn Muffin Mix 
New York, April 21.—Hills Brothers Company has started promotion 
for its new two-minute Dromedary corn muffin mix, breaking with 
introductory 1,000-line newspaper ads in five New England and four 
southern California markets, which will be followed by 600-line inser- 
tions during the next eight weeks. 
other markets as wider distribution is attained. The Biow Company 


Advertising will be expanded to 


Manhattan Soap Signs for Blue Network Show 
New York, April 21.—Manhattan Soap Company will present its first 

nighttime radio venture on a network basis when it begins sponsor- 

ship of “Scramby Amby,” audience participation program, over the 


Blue Network. Starting July 26, the show, currently aired by the same 


sponsor over seven Pacific Coast NBC outlets, will be heard Wednes- 
days, 7 to 7:30 p. m., EWT, for Sweetheart soap. Franklin Bruck Ad- 
vertising Corporation is the agency. 


Tests Cartoon Ads for Raleigh Cigarets 

Louisville, Ky., April 21—Brown & Williamson Tobacco Corpora- 
tion has begun a new experimental campaign in behalf of Raleigh 
tipped cigarets and is running high frequency 150-line ads in four 
test cities with copy keyed to semi-humorous cartoons. Batten, Bar- 
ton, Durstine & Osborn is the agency. 


Rulings 


Revision Sought by 
Publishers to Protect 
Remaining Manpower 


Washington, D. C., April 20.— 
Taxes, price fixing and paper reg- 
ulations, important as they are, are 
causing less irritation to magazine 
publishers at this time than recent 
efforts of the War Manpower 
Commission to draw the nebulous 
distinction between “essential” and 
“non-essential” publications. 

Marching boldly into areas 
where WPB fears to tread, the 
regional offices of Mr. McNutt’s 
agency have handed down a flock 
of conflicting decisions lately, the 
net effect of which is to grant 
some publishers the benefits of 
essentiality in particular areas, 
while denying the same privileges 
to their competitors elsewhere. 

Trouble centers about the origi- 
nal list of essential activities issued 


essentiality to mewspapers and 
radio, but covers only technical 
and scientific journals, and “mag- 
azines of general circulation which 
are devoted primarily to the dis- 
}semination of public information.” 


Revision to Be Sought 


A strong movement is now afoot, 
supported by publishers’ associa- 
tions, publishers, and government 
information men who understand 
the work that magazines are doing 
in the war effort, to have this 
definition revised so that essential- 
ity will be extended to all publi- 
cations which enjoy second class 
mailing privileges. 

Advocates of this revision point 
out that by act of Congress and 
administration of the Postmaster 
General, these special mailing rates 
are applied to publications which 
are “originated and published for 
the dissemination of information 
of a public character.” They assert 
that this is therefore a more re- 
liable yardstick than the catch- 
as-catch-can interpretations which 
the 12 War Manpower Commis- 
sion field offices have applied to 
magazines. 

The essentiality status is sought, 
not so much as an argument for 
the deferment of key men from 
the draft, but as a means of pro- 
tecting remaining manpower, and 
assuring publishers the oppor- 
tunity to recruit replacements. 

Need for such a classification 


‘New York News’ 
Sells Half-Run — 
Ads to Save Paper 


New York, April 19.—The New 
York Daily News, in a move to 
include more advertisers than 
newsprint restrictions would other- 
wise allow, has inaugurated a split 
circulation advertising policy. 

For the past month, advertisers 
have been offered space in the 
News to reach half its readers. 
Every other paper coming off the 
press carries the advertiser’s mes- 
sage, while the corresponding space 
in the alternating papers may 
carry a competitor’s advertisement. 

The split-run offer has proved 
a successful method of compromise 
for advertisers who were formerly 
denied any space. 

Among advertisers who have 
already used a split-run in the 
News are Macy’s, Texaco, Todd 
Shipyards and the New York Life 


Insurance Company. 
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was emphasized by the report of 
the Costello subcommittee of the 
House today, urging the selective 
service system to channel 4F's into 
war jobs and war supporting jobs, 
and by current orders of Selective 
Service calling for temporary de- 
ferment of men over 26 engaged 
in war supporting activities. 

Under the Costello proposal, 
Selective Service would compile a 
list of industries and occupations 
directly or indirectly contributing 
to the war effort. Employment in 
such a field would enable a 4F to 
be reclassified as 2-AF or 2-BF, 
while failure to obtain such a 
classification would result in his 
induction “for appropriate non- 
combat duty.” 


Office Reverses Self 


Similarly, employers who are 
not under the protection of essen- 
tial industry classifications will 
lose physically fit men between 
26 and 38 sooner than those who 
have been called essential. 

In general, WMC field offices 
have held that a magazine must 
devote at least 75% of all its pages, 
exclusive of advertising, to news 


f 
the definition. But such conflicting 
rules as one which placed Coronet 
in the essential class and Esquire 
in the non-essential class, have 
been reported. 

Moreover, the Chicago field 
offices of the WMC in addition to 
turning Esquire down and revers- 
ing itself on Coronet, which is 
published by the same staff, is said 
to have classified the Ziff-Davis 
publications which include Flying, 
Industrial Aviation, Popular Pho- 
tography, Amazing Stories, Fan- 
tastic Adventures and Mammoth 
Detective in the essential class and 
The Saturday Evening Post also in 
the essential class. Trade and 
business magazines are non-essen- 
tial in Chicago. 

In New York, however, the Mac- 
fadden publications, which are in 


somewhat the same field as some} 


of the Ziff-Davis publications, are 
non-essential and the American 
Mercury has been rated as essen- 
tial after a bitter fight. 

Publishers and government offi- 
cials who expect to appear before 
the War Manpower Commisssion 
policy and review board shortly to 
ask revision of the definition argue 
that it is impossible to determine 


articles in order to come under! which publications are essential, 


that all publications are essential 
to their own readers. 


Fiction “Non-Essential’”’ 


Under the WMC practice, it is 
pointed out, all fiction is non- 
essential, yet the joint security 
committee of the Army and Navy 
recently ordered 500,000 .reprints 
of a piece of fiction, “Death Talks 
Out of Turn,” from the American 
Magazine, for distribution to gov- 
ernment employes as the _ best 
available material to stress the 
need for secrecy on military mat- 
ters. 

In drawing up limitation orders 
cutting the use of paper by 25%, 
WPB deliberately avoided any 
effort to draw distinctions between 
publishers on a basis of essen- 
tiality. Aware that any such 
action, even when taken with the 
advice of an industry advisory 
committee, would work unneces- 
sary hardships, WPB also asserted 
that it was impossible to determine 
what type of publication was con- 
tributing most toward the war, 
since they all carry war informa- 
tion and war themes. 

Since there is little satisfaction 
to be had from the field offices, 
and no chance of assistance from 
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THE COMPLETE CHECK-LIST OF — 
WHAT HAPPENED LAST MONTH 
IN ALL THE METAL INDUSTRIES 


Now — for the first time — one monthly 
magazine delivers each 15th of the month 
a complete editorial report of all new 
developments in the metal producing 
and metal working industries. 


in the metal 


These developments come from many 
places to reflect the swiftly changing 
scene of the metal industry — from mag- 
azine articles, new products or improve- 
ments, literature issued by manufactur- 
ers, and from engineering talks and 
lectures. 


The Review rounds up all of these de- 
velopments, very briefly digests them, 
delivers them in an illustrated, well- 


respectively, 


22,000 executives, engineers and pro- 
duction men in the metal industry. 


indexed tabloid magazine to more than ee Ce en eT ae 


MREVIEW 


7301 EUCLID AVENUE~ CLEVELAND 3, OHIO 
AE EE AE AER RN 


ADVERTISING STARTS 


First advertising in this interest-laden, 7301 Eucia ave. 
established magazine started in the April _—enaxcen 1910 


iewed In One Issue! 


issue. Each 1/9 and 2/9 page adver- 
tisement was ideally located next to 
live editorial material of direct interest to the 
advertiser's market. 


Covering more than 28 specific fields 


industry, certain highly- 


visible positions are now available for 
your advertising in this fast-moving 
metals Review. Standard advertising 
units of 1/9 and 2/9 pages are avail- 
able at base rates of $75 and $148, 


less the regular agency 


commission and cash discount. 


Act on this new coverage of the metal 
industry now — wire or write our 
nearest office for full information. 


om 


DON HARWAY CHESTER L. WELLS 

816 West Sth St. 11 West 42nd St. 

les Angeles 13 New York 18 
Mutual 8512 Chickering 4-2713 


the WMC in Washington, publish- 
ers have agreed on the Post Office 
regulation, which minimizes the 
authority which the busy and 
poorly informed field offices can 
exercise. 

Among the problems raised by 
the WMC action is the question of 
what types of articles are “public 
information.” 

Many _ semi-fiction magazines, 
such as Collier’s and the Post, it 
is pointed out, have correspondents 
abroad writing articles on the war, 

While these large weeklies, as 
well as the news magazines, are 
generally passed by essentiality 
committees in the field, advocates 
of revision ask a more satisfactory 
definition on the grounds that a 
magazine may have a difficult time 
proving its essentiality to a local 
committee which centers its atten- 
tion on recruiting for nearby air- 
plane plants and shipyards. 

It is asked how sharply the 
“75% rule” can be applied to pub- 
lications like Mademoiselle, which 
recently sent a correspondent to 
the Southwest Pacific to do arti- 
cles on the Wacs there and to 
other publications which devote an 
increasing amount of space to war 
theme fiction and _ information 
pieces. 


Milton Named Head of 
‘Photo Trade News’ 


Joseph Milton, formerly adver- 
tising manager of the New York 
World Tele- 
gram’s camera 
department, has 
been named 
vice - president 
and general 
manager of 
Photographic 
Trade News, 
publication of 
the photo- 


graphic indus- 
try. 
Mr.Milton 


J h Milt 
had _ previously lasited gx 


been with the former New York 
World for 20 years. He originated 
the first poultry department and 
then the first horticultural depart- 
ment in a metropolitan newspaper. 


Rheem Names Ellis 


Rheem Mfg. Company, New 
York, maker of household appli- 
ances and air conditioning units, 
has named Sherman K. Ellis & 
Co., New York, to handle its ad- 
vertising. 


Appoints BBDO 

Minnesota Mining & Mfg. Com- 
pany, St. Paul, has appointed Bat- 
ten, Barton, Durstine & Osborn, 
Minneapolis, to handle its account, 
effective July 1. 


Vitamin Sales in 
Past Year Soar 
to $173,000,000 


Chicago, April 19.— Vitamiy 
sales in 1943 totaled $173,000,009 
$43,000,000 more than in 1942, & 
become the largest selling single 
item in the drug business, saiq 
Wilbur E. Dewell, vice-presiden; 
of McKesson & Robbins, Bridge. 
port, Conn., speaking here today 
at the wartime operations confer. 
ence of the National Wholesale 
Druggists’ Association. 

“Food rationing has made peopl 
who know anything about vita. 
mins turn to them for needed ep. 
ergy,” said Mr. Dewell. He re. 
vealed that Dr. William Fishbeip 
of the Chicago Board of Health j 
nearing completion of a study of 
200 industrial and white colla 
workers to determine, if possible, 
the relation of vitamins to fatigy 
and general good health. 

E. Allen Newcomb, secretary of 
the association, declared that re 
ports thus far this year indica 
an increase of 10% in sales of eg 
sential drugs, medicines and health 
supplies. “This increased volume, 
he asserted, “is being handled by 
wholesalers with relatively ng 
priority assistance, either in man 
power, supplies, or operating 
equipment.” 


SHOW YOUR SKILL In Getting Som 
Vital War Message Into Every Piece of 
Printing. 


PAPERS” 


THE MARTIN CANTINE COMPANY 
- SAUGERTIES, N. Y. 


You’d like to know—but you 
can’t visit all the stores to find out. 


Yet you can get a reliable check 
on retail dealer activities by sub- 
scribing for ACB Newspaper Re- 
search Service, for ACB reads 
every advertisement published 
in the daily newspapers. 


Brand preferences are reflected in 
local newspaper ads—where the 
dealer lists items he considers 
have enough pull to draw cus- 
tomers. 


Our research department exam- 
ines the papers to learn what is 


THE ADVERTISING CHECKING BUREAU, INC: 
New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street + San Francisco (5), 16 First Street 


being featured—what prices are 
being charged. This service should 
be a part of your present and 
post-war plans. 


Twelve research services are 
offered by ACB, covering a wide 
range of subjects. You may have 
them continuously or periodically 
—on a national basis or locally. 


SEND TODAY: 


for a 24-page Catalog de- 
scribing and illustrating the 
12 helpful services which 
ACB will furnish to mer- 
chandisers. Gives details 
of cost, coverage, list of 
users, etc. 
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To meet this eager, pleasant, younger Wage Earner housewife— 
to get to know her—is to understand what sets her apart from 
(and unobtrusively above) her neighbors. 

There’s a special air about her home— better kept — better 
painted. And, inside, you see the things she’s done to make it a 
home—the many evidences of a tireless ambition to improve 
her standard of living. 

It’s no simple circumstance that some two and a half millions 
of her better kind read Macfadden Women’s Group magazines. 
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TRUE ROMANCES - TRUE EXPERIENCES - TRUE LOVE and ROMANCE - RADIO MIRROR - PHOTOPLAY 


Rather, it’s the complicated process by which long-tested edi- 
torial skill wins and holds its audience, issue by issue, and se- 
lects the younger, the better families from the Wage Earner 
millions, 

Better? Younger? The evidence is in—evidence backed by 
the cautious cash of responsible advertisers and by many care- 
ful survey-checks. Advertising dollars in this vast market place 
are winning volume “sell-outs” today and establishing the brand 
rankings of tomorrow. 


MACFADDEN WOMEN’S GROUP 


EDITED FOR THE Beller Haff” OF YOUNG WAGE EARNER AMERICA 
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Two Form Partnership 


Robert W. Walker and Eli C. 
Minton have formed the partner- 
ship of Walker & Minton, pub- 
lishers’ representative, with offices 
at 403 W. Eighth St., Los Angeles 
14. and 68 Post St., San Francisco 
4. Mr. Walker has taken a leave 
of absence to enter the Merchant 
Marine as a staff officer. Mr. Min- 
ton will be in charge of the Los 
Angeles office and V. E. Atkinson 
Jr. will be manager of the San 
Francisco office, in charge of all 
business north of that city. 


WHAM Joins NBC 
Station WHAM,  Stromberg- 
Carlson Company’s 50,000-watt 


station in Rochester, N. Y., will 
become an exclusive NBC outlet 
May 1. For the past year the sta- 
tion has been carrying both Blue 
Network and NBC programs. 


Lithographers to Meet 

The Lithographers National As- 
sociation, New York, will hold its 
third war problems conference 
May 8-9 at the Edgewater Beach 
Hotel, Chicago. 


Wrigley’WarBaby,’ 
Orbit Gum, Given 
One-Market Test 


(Picture on Page 1) 

Chicago, April 20.—With a new 
“war baby” in the gum field— 
called Orbit—the Wm. Wrigley Jr. 
Company this week launched a 
30-day test in the Milwaukee area 
of a new 5-cent variety using cur- 
rently available materials and 


skipping the packaging frills. 


The new addition to the Wrigley 
line is designed to provide a bet- 
ter profit margin for the jobber 
and store owner, although it retails 
at 5 cents a package. Since it is 
strictly a wartime brand, the 
wrapper does not feature the 
Wrigley name. 

Announcement copy of 150 lines 
in the Milwaukee Journal and 
Sentinel, following the approved 
form of baby announcements, tells 
consumers that the Wrigley gum 


“baby” is standard in size and 
weight, and “plain but honest” in 
appearance. Copy adds: “Orbit 
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Mr Brumbaugh scents the Rural Market 


Other sales managers have learned it too, Mr. B. The eternal feminine is 
not exclusively urban. Rural women are just as eager to be “glamorous in 
a nonce,” to adopt flattering aids to charm and use those pine-scented 
bath salts that give one a fragrance like Evangeline’s. Every type of 
feminine advertising appears in FARM JOURNAL, for it is America’s largest, 
most influential rural magazine. And though limited now to something 
over 2,500,000 copies, Farm JOURNAL out-circulates all other general 
magazines in two counties out of three. 


GRAHAM PATTERSON, Publisher 


Farm Journat is read by every member of the rural family. Articles and 
features for women are as numerous and practical as those for men, and 
youngsters’ interests receive a full measure of attention. Farm equipment 
cannot be sold to city folks, but almost everything sold in cities is 
demanded in the rural market . . . and in even bigger quantities. 


JOURNAL 


ONE 


wri, 


Of the FIRST FOUR 


General Magazines 


covers the rural market 


Washington Square, PHILADELPHIA 


| eral years. 
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chewing gum is made by Wrigley, 
—of the best available warting 
ingredients. Nothing fancy, by 
pure and wholesome.” Car capg 
are also being used. 


Hits Other Producers 


In a letter to retailers, the gup 
maker explains that increasj 
demands of the armed forces fo, 
standard Wrigley brands, and the 
decreasing supply of standard ma. 
terials from gum base to pape 
wrappers, make it impossible fo, 
the company to give them the king 
of service it wants to. Orbit, how. 
ever, may eventually help to solye 
some of these problems, the com. 
pany adds. 

Saying that the jobber and re. 
tailer price will be lower, although 
there is little difference in the gos; 
between Orbit and _= standard 
brands, Wrigley continues: “We 
do this because in a seller’s mar. 
ket, like the present, there are 
always at least some manufactur. 
ers ready to take advantage of the 
situation and get ceiling prices for 
anything they make, even though 
the prewar quality and service are 
not there.” 

Although the quantity will be 
limited, Wrigley indicated that a 
successful test would be followed 
by introduction of the “war baby’ 
in other major markets. It ob. 
tained the trade name when it took 
over the Orbit Gum Company, 
Newport, Mass., in 1925. Wrigley 
continued making the product, but 
dropped it several years ago. 

Arthur Meyerhoff & Co. is 
handling the test campaign. 


Long Named ‘Esquire’s’ 
Eastern Ad Manager 


W. T. Long, first salesman to 
become associated with Esquire 
has been nam 
-sastern adver- 
tising manager 
of the magazine, 
with headquar- 
ters in its New 
York office in 
the Esquire 
building, Madi- 
son at 46th St 

Mr. Long, 
widély known 
in advertising 
circles through- 
out the country, 
has held several sales executive 
posts with Esquire in the past sev- 
He was associate east- 
ern advertising manager of Esquire 
preceding his new promotion. 


W. T. Long 


Appoints Buddemeier 

C. R. Daniels, Inc., Newark, 
N. J., manufacturer of canvas 
articles, has named H. W. Budde- 
meier, Baltimore, Md., to handle 
its advertising. 


A RADIO SET MINUS 
ONE TUBE MIGHT 
WORK ..... 2s 


But you cannot cover the whole 
TAMPA—ST. PETERSBURG 


market unless you use the newspapers 
of St. Pete. 


TAMPA—ST, PETERSBURG | 


is one urban market area made up of 
two cities which are separated only 
by Tampa Bay. This market delivers 
the second largest retail volume in 
the state of Florida. 


St. Pete. is responsible for about 40% 
of this volume. But the people of St. 
Pete. buy less than 400 copies of 
Tampa newspapers daily. They buy 
nearly 40,000 St. Pete. papers. 


Use St. Petersburg newspapers and— 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA—ST. PETE. 


ST. PETERSBURG NEWSPAPERS SERVICE 
Times Morning and Sunday * In venins 
THEIS & SIMPSON COMPANY, INC 
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Apprenticed at 13 to a bookbinder—among the books be bound Michael Far. 
one day came across the book that gave him bis key to immortality. 


Zhe BOOKBINDERS BOY whose 


E never went beyond 

the elementary grades 

in school—his parents were 

too poor to send him. At the 

age of 13 he was apprenticed 

to a London bookbinder, with no prospect beyond a 
craftsman’s bench for the rest of his life. 


But Michael Faraday had a curiosity that made him 
read the books he bound, and one day he came across 
one on the mysteries of magnetism. It fascinated him, 
and sparked the genius lying buried within him. 


From that day forth he devoured all the literature 
he could find on this subject. So well did he educate 
himself by such reading that eventually he won a 
chance at the Royal Institution for scientific research 
—and became an immortal of modern science. 


For this was the Faraday... this bookbinder’s boy 
... whose researches first produced electricity from 
magnetism. His crude experimental model was the 
world’s first dynamo. And all that we enjoy in the 
marvels of electricity today we owe, basically, to him. 


7 7 7 


IT WAS DR. SAMUEL JOHNSON who wrote that “the foun- 
dations of knowledge must be laid by reading.” History's 


pages are filled with stories of men like Michael Faraday 
whose accomplishments were inspired by the printed word. 


It is no accident that the greatest book market in America 
today is found by book publishers among the more than 
7,750,000 homes which are reached week after week by 
The American Weekly. 

For in these homes the priceless habit of reading has been 
fostered by an editorial technique which lures the interest, 
informs the mind, and stirs the emotions . .. whether the 
subject be romance and adventure, manners and morals, 
science and religion ... art, history or medicine. 

Distributed from coast to coast, through 20 great Sunday 
newspapers, The American Weekly has become “‘the library of 


THE 


Greatest 
Circulation 
in the World 
EF ce aaPMNIER SR 
“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 
Branch Offices: Heanst Bunc., Cuicaco . « « - - 5 Winrnnor Souans, Boston . . . . . Ancape Bunc., Sr. Lous... . « Hansa Buoc., Crevetayo 
Gaenenat Morons Bunc., Dernorr. . . « « 10] Manserra Str., Artanta . . « Epison Bunc., Los Ancetes .. . . « Heasnst Bune... Sav Paavcisco 


ERICAN 


heading Electrified the World 


the people”... the powerful carrier of that printed word to 
whose influence over mankind all history testifies. 

Who can doubt that the manufacturer who places his 
product or his company name in such a setting is tying up 
with the greatest force known in advertising? 


ANOTHER SCIENTIST IS MADE 


"' often point with pride to the fact that my granddaughter, now 22 
years of age, and bacteriologist in one of California's foremost hospitals, 
as a child used to lie in bed and read The American Weekly through; 
and I lay much of ber early education to that fact.” 


Letter to the Editor, from a leading San Francisco merchant 
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Best Foods Sets 
Ad Plans for 


Summer Months 


New York, April 20.—Top ex- 
ecutives of The Best Foods from 
all sections of the country today 
concluded a two-day semi-annual 
meeting called for the purpose of 
reviewing advertising and mer- 
chandising plans for the summer 
months. While the program is not 
yet in final form, company officials 
said that Best Foods’ advertising in 
coming months would again give 
full and continued cooperation to 
the government’s “Food Fights for 
Freedom,” campaign. 

A summer advertising plan fea- 
turing the nutritional values of the 


company’s products and emphasiz- | 


ing their importance in furthering 


the national Victory garden’s ob- 
jective, “Grow More in ’44,” was 
outlined by Albert Brown, director 
of advertising and merchandising, 
and J. L. Callahan, assistant direc- 
tor. Newspapers, national maga- 
zines, outdoor advertising and’ car 
cards will be the media employed 
to give national coverage for a 
program which will be built around 
the theme, “Best Foods Fights to 
Feed ’em.” 

Major emphasis in the summer 
program will be focused on Hell- 
man’s and Best Foods’ mayonnaise, 
Force wheat flakes, Best Foods’ 
mustard with horseradish and the 
Shinola white shoe polish line, the 
latter a prime factor in the conser- 
vation of leather. A special feature 
will be the extension into the sum- 
mer months of advertising in be- 
half of Nucoa margarine. 


Arthur Kudner, Inc., is the 


| agency for all flour and cereal 


products of Best Foods while Ben- 
ton & Bowles handles advertising 
for the company’s other products. 


A&P Pleads Innocence 
to Conspiracy Charge 


Pleas of innocence have been 
entered in federal district court 
in Danville, Ill., by counsel for the 
Great Atlantic & Pacific Tea Com- 
pany and 30 of its officers and sub- 
sidiaries facing charges of con- 
spiracy to control prices and to 
injure and destroy food manufac- 
turers. 

Counsel for the defendants 
moved to strike out certain sec- 
tions of the criminal information 
filed, describing them as “inflam- 


matory, prejudicial and unneces- | 


sary.” Judge Walter C. Lindley 
set April 29 as a tentative date 
on which the ‘hearing may be re- 
sumed, subject to completion of 
the prosecutor’s brief. 


KMBC Seeks Power Hike; 


Appoints Rod Cupp 


Station KMBC, Kansas City, has 
filed with the FCC an application 
for an increase in power to 50,000 
watts on 540 ke. The station’s 
plans for FM and television, in- 
cluding a 50 kw. FM station some 
distance from Kansas City with 
satellite transmitters in the prin- 
cipal cities of the area, are pending 
approval of an application for 
modification of license from de- 
velopmental to commercial oper- 
ation. 

Rod Cupp, with Station WLS, 
Chicago, for seven years, has re- 
signed as production manager and, 
effective May 1, will become pro- 
gram director of KMBC. He pre- 
viously was program director of 
KTUL, Tulsa, Okla., and con- 
tinuity editor of KFRU, Columbia, 
Mo. 


Go RIGHT ON planning and replan- 


The shape of things to come 


Advertising Age, April 24, 194 


Network Programs 
Are Shuffled by 
General Mills 


Minneapolis, April 20.—Genera) 
Mills reshuffled its network radip 
programs this week, but officiak 
emphasized that the changes in. 
volved no broadening of the many. 
facturer’s already extensive radio 
activities. 

Over NBC, General Mills wilj 
sponsor Monday through Friday 
“Guiding Light,” at 2 p. m., EWT. 
for Wheaties; “‘Today’s Children,” 
at 2:15 p. m., for Bisquick; “Wo. 
men in White,” at 2:30 p. m. for 
Betty Crocker soup mix; and 
“Hymns of All Churches” ang 
“Betty Crocker” at 2:45 p. m. for 
Betty Crocker soup mix, Softasilk 
flour and Kix. “Women in White” 
is a revival of a formerly top- 
rated daytime show and replaces 
“Light of the World,” another 15- 
minute daily show which the com- 
pany is shifting over to CBS. 

On its CBS network General 
Mills will present this lineup: 
“Valiant Lady,” at 10 a. m., for 
Cheerioats; “Light of the World,” 
at 10:15 a. m., for Gold Medal 
flour. This latter program re- 
places the “Kitty Foyle” program 
formerly aired over CBS. 

Under the new setup, General 
Mills has signed a five-year con- 
tract for three Phillips shows now 
being handled through the Minne- 
apolis office of Knox Reeves Ad- 
vertising. 


Parents’ Magazine Boosts 
Circulation, Rates 


Parents’ Magazine, New York, 
has issued rate card No. 22, effet 
tive with its January, 1945 issue, 
increasing the advertising rate 
from $2,485 a page to $2,650. The 
magazine pointed out that with an 
increase in circulation guarantee 
from 666,666 to a net paid ABC 
‘yearly average of 725,000, the 
rate increase is less than propor- 
tionate, “effecting a further sub- 
stantial reauction in basic rate.” 
The current rate card, No. 21, will 
—— in effect through Decem- 

er. , 

The magazine declared that} 
while it will continue to accept 
| advertising orders for issues clos- 
ing one year in advance, because 
ol war conditions it cannot guar+ 
antee advertising rates more than 
' three issues in advance of the one 
currently closing. 


Weir Stays with K&E 


Walter J. Weir, vice-president of 
Kenyon & E:khardt, New York, 
who was previously reported to be 
leaving on or about April 1 to 
accept an assignment with the 
| Office of War Information, will 
| remain with the agency. Although 
| OWI confirmed Mr. Weir’s assign- 
ment, the ad executive recently 
| was compelled to take a rest from 
'overwork and, upon the advice of 
| his doctor, dec'ded against joining 
| OWI, which would have sent him 
overseas after a short period of 
training. Mr. Weir has just re- 
| turned to the agency. 


| 


YOU CAN'T } 
' COVER MICHIGAN 


Meantime, the manufacturer plan- __ is highly concentrated in the Phila- 


| 
delphia shopping area. It is more in | 

| 

| 


WITHOUT... 


ning that new home on a rise of 
ground or by a talkative brook. 


ning post-war commodities will need 
to re-establish a market. The most 
direct way is through the centers of 
population, such as Philadelphia. 
The people of Philadelphia, for in- 
stance, are easy to reach because one 
newspaper is read daily by nearly 4 
out of 5 Philadelphia families. 


That newspaper is The Philadel- 
phia Evening Bulletin. It goes home 
in the city of homes. Its circulation 


demand today with readers and ad- 


Dream of all sorts of new building vertisers than at any time during its 


oe 


materials, new furnishings, new ap- 39 years of leadership. 


pliances to lighten the burdens of 
housekeeping. They're coming! But 
first must come peace. And then an 
interval for the building industry 
to get back into peacetime pursuits. 
The change will be gradual—evolu- 
tion rather than revolution. 


IN PHILADELPHIA 
NEARLY EVERYBODY 
READS THE BULLETIN 


Retail sales in Battle 
Creek for the first 3 
months of 1944 show 


an increase of 18.4% 


Buy more War Stamps from your newspaper boy over the same period 


a year ago. 
. 


THE BATTLE CREEK 
ENQUIRER «x» NEWS 


| LLAULEN-KLAPP CO. New York: Chicage - Detroit 
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Read by more women 
than the food pages... 


-the Sunday comics section 


The woman who likes to cook is the regular reader of the food 
pages... Readership of food pages averages about 35%; readership 
of recipes runs around 30% ... But the women who like Sunday 
comics outnumber those who like to cook, or have to cook! . . . 

Three out of four adults—and virtually all children—follow the 


Sunday comics, at home, regularly, every Sunday . . . a readership 


reception than any other medium. 

Metropolitan Group makes the Sunday comics a really national 
medium—masses forty-one major Sunday paper circulations into 
a single 15,000,000 bloc . . . with a higher concentration than any 
other medium among the better buying families in the better half of 
the national market . . . Color at low cost . . . One order, one piece 
of copy, one bill! . . . Learn more about the most magnificent 
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Metropolitan Group...» Shinai peeiicainle 


Comics SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune * Cleveland Plain Dealer * Detroit News * New York News 
Philadelphia Inquirer + Pittsburgh Press * St. Louis Globe-Democrat + Washington Star + Des Moines Register + Milwaukee Journal 
Minneapolis Tribune + St. Paul Pioneer Press = * © ALTERNATES: Boston Herald + Detroit Free Press * © New York Herald Tribune 


St. Louis Post-Dispatch . Washington Post ° OPTIONAL ADDITIONS: Buffalo Courier-Express ° Cincinnati Enquirer 
Columbus Dispatch *  DallasNews * New Orleans Times-Picayune-States * | Omaha World-Herald + Providence Journal 
Rochester Democrat & Chronicle ° San Antonio Express . Springfield Union & Republican . Syracuse Post-Standard 
aeen METRO PACIFIC: Fresno Bee * Long Beach Press-Telegram * Los Angeles Times * Oakland Tribune + Oregon Journal 
AG Sacramento Bee * San Diego Union * San Francisco Chronicle * Seattle Times * Spokane Spokesman-Review * Tacoma News Tribune 


220 East 42nd Street, NEw York 17 © Tribune Tower, Cuicaco 11 @ New Center Building, Derroir 2 © 155 Montgomery St., SAN FRANCISCO 4 
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Mars Settles OPA 
Suit for $515,000 


Kansas City, Mo., April 19.—The 
OPA today obtained the biggest 
judgment ever issued in a price 
violation case when Mars, Inc., 
Chicago candy manufacturer, 
agreed to pay $515,000 in settle- 
ment of OPA’s triple-damage claim 
action for over-charges allegedly 
made by the manufacturer. 

The case, in which OPA origi- 
nally sought damages totaling 
$1,235,692, has been in court for 
16 months, during which time it 
has twice been before the eighth 
U. S. circuit court of appeals and 
twice before the Supreme Court. 

OPA iast month filed a triple- 
damage action for $1,027,500 
against 17 New York wholesale 
candy manufacturers (AA, April 
3). This case has not yet come 
to trial. 


OPA SEEKS $1,277,733 
FROM CANNING PLANTS 

New York, April 19.—OPA an- 
nounced today that it had filed a 
suit for treble damages totaling 
$1,277,733 against Tillie Weisberg, 


president and sole owner of Flo- 
till Products and its two subsidi- 
aries, Flotta Distributors and 
Flotta Distributors, Inc., said to do 
a $10,000,000-a-year canning busi- 
ness. 

Papers filed in U. S. district 
court by OPA declared that one, 
Flotta Distributors, is just the 
“alter ego” which “acts as the 
dummy” for Flotill Products. The 
suit alleges that the setup was 
arranged as “a means of tacking 
a 20% markup on canners’ ceiling 
prices,” in violation of OPA price 
regulations. 


Joins Marsh, McLennan 


John P. Taylor has resigned as 
sales promotion manager of the 
Connecticut General Life Insur- 
ance Company, Hartford, Conn., to 
join the sales and public relations 
department of Marsh & McLennan, 
Chicago. 


Freed Made Sales Head 


Elmer Freed has been named 
sales manager of the Northam 
Warren Corporation, Stamford, 
Conn., maker of Cutex manicure 
specialties and other toilet requi- 
sites. 


Panagra Resuscitates 


Prewar Travel Booklet 

Sixty thousand copies of a color- 
fully illustrated booklet describing 
the eight Latin American countries 
served by Pan American-Grace 
Airways, New York, shelved by 
the airplane company following 
Pearl Harbor, have been brought 
out of cold storage — with a new 
cover which says, in effect, that 
“glamor travel is taboo for the 
present, but read how Panagra’s 
been setting the air transportation 
pattern in South America for over 
15 years.” 

A four-page insert tells how the 
company has grown and carries 
proposed route maps, performance 
charts and sketches of postwar 
planes to show how Panagra hopes 
to maintain its position by im- 
proved services when peace comes, 


O’Sullivan to Byoir 

Thomas V. O’Sullivan, chief in- 
formation officer of the New Eng- 
land regional Office of Price Ad- 
ministration for the past year, has 
resigned to join Carl Byoir & Asso- 
ciates, New York, effective April 
24. He will handle public relations 
for the A & P stores account. 


FIRST in Houston in both ad- 
 vertising and circulation for | 
more than 31 consecutive years, _ 


- The Houston Chronicle was un- 
- fortunately first to ration adver- 
4 tising. But rationing was not of 
our seeking . .. we simply didn’t — 
have paper enough to publish all 


sary to decline advertising, 7 
we realize that the other 
- ‘Houston newspapers will 
_. benefit . . because the second © 


from 


Balfe Predicts 
Early Resumption 
of Liquor Making 


New York, April 18.—Asserting 
that “nothing can save the situa- 
tion except a resumption of dis- 
tilling,” Thomas W. Balfe, vice- 
president, National Distillers Prod- 
ucts Corporation, predicted today 
that production of liquor would 
be resumed “in the not far dis- 
tant future,” adding it was his 
own “guess” that 25,000,000 gal- 
lons would be distilled to relieve 
a situation favoring black market 
activities and a trend toward pre- 
repeal bootlegging. 

Mr. Balfe spoke before the mid- 
year meeting of the National Al- 
coholic Beverage Control Associa- 
tion, composed of representatives 
of 14 of the 17 states which exer- 
cise a monopoly over liquor sales 
within their borders. 

His estimate was taken to mean 
25,000,000 gallons of 190-proof 
grain alcohol, which, if such an 
amount were produced, would rep- 
resent a still greater quantity of 
salable liquor. 


CROWDS JAM GIMBEL’'S 
FOR ‘POTATO’ WHISKY 


New York, April 19.— Thirsty 
New Yorkers pushed, shoved and 
jammed themselves into Gimbel’s 
liquor store today to buy a do- 
mestic blend of whisky composed 
of 80% neutral spirits distilled 
culled potatoes, obtained 
from two government-operated de- 
hydration plants. The material 
includes the skins and eyes of po- 
tatoes usually thrown into the 


Snake River, Idaho. 


The whisky sells under the label 
of “Gold Coin” at $3.32 a fifth, 
$19.92 for a half case of six bottles 
and $39.84 for a case of 12. Cus- 
tomers may buy up to one case. 

The blend contains 20% straight 
whisky four years old and is 80.6 
proof. It is distributed by the A. 
Hammer Cooperage Corporation, 
Buffalo, and is blended and bottled 
by Parke Rogers Company, recti- 


Advertising Age, April 24, 194 


THE REAL TRUTH ABOUT 
AMERICAS WHISKEY SHORTAGE 


THE REAL TRUTH—Liquor Store and 
Dispenser, a Conover-Mast publication, 
ran this 1,000-line ad April 18 in the 
New York World Telegram to tell the 
real truth about the whisky shortage, 
which it blames on political blocs 
and pressure groups. The insertion 
was timed to appear with the Monop- 
oly States Liquor Convention at the 
Waldorf-Astoria April 18-19 and origi- 
nally appeared as an editorial in the 

April issue of the publication. Other 
newspapers and business publications 
may get the same copy. Hill Adver- 

tising is the agency. 


fier, of Perth Amboy, N. J. The 
distiller is Galsworthy, Inc., Idaho 
Falls, Idaho, and according to a 
company Official, the distilling 
plant was purchased from the Uni- 
versity of Idaho, which had oper- 
ated it as an experimental unit up 
to 1938. 


F. C. Margolf Promoted 


F. C. Margolf, with Edison Gen- 
eral Electric Appliance Company, 
Chicago, since 1937, has _ been 
named manager of the company’s 
home laundry equipment sales 
division. For the present he will 
continue his commercial cooking 
equipment work for the govern- 


ment in Washington, D. C. 


of the advertising offered us. _ 
haegt hurts. And 


“During the first two SD onthe 
of 1943--when we were not 


rationing advertising---we — 


published 52.0% of all the 
advertising run in all three 


- But po the first 
_ months of 1944 we publishe 


THE 


and third newspapers have 


not --as yet been a 


——ORLW.MeCARTHY 
Notionel Advertising Menager 


THE BRANHAM COMPANY | 


THE GARY 


(INDIANA) 


has one of the 


in AMERICA 


plus. 


employed in business or 


50,000 plus. 


group in Indiana. 


income tax payers. 


New York Chicago 


YES, Mr. Niles, 


POST - TRIBUNE 


GARY'S ONLY NEWSPAPER 


LOWEST PULLINE RATES 


You too, can tap this prosperous and responsive 
market with equal effectiveness. 


Population of the Gary Trading Area 200,000 


More than 90% of the wage earners in this area are 


Number of wage earners employed in Gary 


Next to Indianapolis, this is the largest wage earner 


Gary is the second city in Indiana in number of 


They earn in Gary, they spend in Gary. 


And there is but one sure way to reach them, business 
men, steel-executives, workers, and their families—put 
THE GARY POST-TRIBUNE, the newspaper with 
one of the lowest Pulline rates in America, on all schedules. 


e@ Pulline measures results when you use 


THE GARY POST-TRIBUNE 


GARY'S ONLY NEWSPAPER 


Flash! Gary's excess was more than 91% above quota for the 4th War Loan. 


National Advertising Representatives 
BURKE, KUIPERS & MAHONEY 
Dallas 


Says Mr. Niles, 
Traffic Executive of 
Braniff Airways, in 
a letter to our pub- 
lisher: 


“We are greatly 
pleased with the re- 
sults obtained with 
our 1943 campaign to 


which your publication 
contributed so 
greatly.” 


industry in Gary. 


Oklahoma City Atlanta 
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". . . Splendid -— comprehensive — 
essentials - not too bulky - I 
especially appreciate articles 
that anticipate 'future' with 
‘feet on the ground' realism." 


W. N. Beadle, Vice President 
BYRON JACKSON CO. 


the direction of important things to come; 


to be forearmed with reliable knowledge 


about Labor trends; Transportation trends; 
Conversion trends; Demobilization trends; 
Banking trends (and other important trends) 
is the principal job of the Top Executive 
-- - 200,000 important men and women 
keep themselves posted from week to 
week by reading The United States News 


(the only magazine of its kind in America.) 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English — clear, crisp, concise. 


Daniel W. Ashley 


Vice President in charge of Advertising 
' 


NEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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Salesmen Warned 
of Threats to 
Free Enterprise 


Postwar Plans Won't 
Help If Opportunity 
Is Lost, Parley Told 


Los Angeles, April 18.—Sales 
executives may be paying too 
much attention to their postwar 
sales plans and not enough to re- 
gaining the freedom of enterprise 
which would make their sales pro- 
grams possible, Pacific Coast lead- 
ers were warned last week. 

Speaking at one of the sessions 
of the Pacific Coast Sales Execu- 
tives Conference here April 14-15, 
William C. Mullendore, executive 
vice-president of the Southern 
California Edison Company and 
president of the Los Angeles 
Chamber of Commerce, sounded 
that warning. The Sales Managers 
Association of Los Angeles was 
host to the annual meeting. 

While American men are fight- 
ing today on foreign battle fronts 
to protect the nation from outside 
tyranny, Mr. Mullendore said, 
“surely the least we can do is to 
hold the line at home until they 
return and then help them to re- 
store freedom of opportunity in 
America.” 

“Several thousand strategically 
placed gentlemen today stand as 
obstacles to a return to the free 
enterprise system,” he maintained. 
“These men believe in a planned 
economy, in Socialism and in re- 
taining the ‘social gains’ which 
they have made. 

“You won’t have to worry about 
your budgets or about finding a 
market if these little playmates do 


"A 
WATCHED 
SPOT 
NEVER 
SPOILS!" 


Exclusive 
National 


Representatives: 
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For latest radio information, call 


FREE & PETERS, nc. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 No. Michigan...... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Bidg.......... Main 5667 


SAN FRANCISCO: I1! Sutter........ Sutter 4353 


HOLLYWOOD: 6331 Hollywood Bivd.......... 
Hollywood 2151 


your planning for you. Many of 
them do not believe in advertising 
or even in selling. They believe 
in planning what is good for 
people and then seeing that they 
get it, and how .. . under their 
supervision and direction.” 

The return to free enterprise was 
also the keynote of the address by 
Dr. Alfred P. Haake, Chicago con- 
sulting economist, who said that 
this country now stands at the 
crossroads and the people must 
make a choice between European 


totalitarianism and the traditional, 
proved American way of free 
enterprise. 


No Magic Formula 


“To bring prosperity in the post- 
war era, America must get back to 
work instead of looking for some 
magic formula in governmental 
control,” he stated. “What we 
need is to take the chains off of 
free enterprise and renew the 
functioning of the same system 


which has made us the greatest 
industrial nation on earth. 

“In Russia, Stalin fights for 
Russia first. In England, Churchill 
has plainly told the world that he 
did not become prime minister to 
preside at the liquidation of the 
British Empire—but only Mr. 
Roosevelt still looks wistfully at 
his Atlantic Charter, or rather its 
memory, while Stalin openly 
pushes it into its grave and 
Churchill dances a hornpipe on 
the newly-spread earth that covers 


Advertising Age, April 24, 1944 


it. Only in America is it a crime 
to be for America first.” 

Kinsey. N. Merritt, manager of 
public relations for the Railway 
Express Agency, New York, 
pounded home the point that ag. 
gressive selling must be pursued to 
avoid mass unemployment because 
too much unemployment for too 
long a time is a short step to dic- 
tatorship. “Jobs for all who wish 
to work must be provided not by 
government but by industry, by 
business, by the professions,’ he 


Who always has the Right Answer ? 


... THERE ARE DIFFERENCES® IN FARMERS 


, 
3.5 
«4 


Other 33 States 
SIGNIFICANCE: 


differences .. + fevealed by a special tabulation by the 


U. > BUREAU of the CENSU 


Telephones per 1000 Farms 


SUCCESSFUL FARMING Subscribers 
Neighbors (Non-subscribers) 
Heart States, New York, Pennsylvania 


534 
440 
407 
— ea 


OU might call this a session of “information please,” for here 
is where the women of the community come for advice on the 
many problems of farm living. Why? Because, in every farming 
community of the Heart, you'll find outstanding women with the 
constructive talent that makes their homes attractive and livable. 
And you'll find the advice and opinions of these women constantly 
sought by their neighbors. 
They are the community leaders—authorities on household man- 
agement... just as their husbands are respected for the high effi- 
ciency with which they operate their farms. And, on these farms 
you'll find finer homes, fatter livestock, more machinery and tractors 
than on many other farms in the neighborhood. For, they are the 
men and women of the Heart who regularly read Successful Farming 
and in its pages find much of the help and inspiration that have 
made them America’s topmost farm families. 

To more than a million of these farm leaders located in 
the Heart, Successful Farming is more than a magazine 
to read. It is a magazine to live by. They prefer it to all 
other farm magazines because the advice and help 
that it gives them apply to their region—their prob- 
lems—their way of thinking and working. 


. « » Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION... NATION 


NOTE: Ask Successful Farming salesmen to show you proof of reader preference. 
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said. He explained how the sales- 
man’s duty is to generate new 
wants and to show people how to 
meet these wants. This will make 
life less burdensome and _ will 
mean distribution of more goods 
to more people at a lower cost, 
and still at a profit, he said. 


Sees New Economic Level 


As the principal speaker at the 
conference banquet Friday eve- 
ning, Gov. Earl Warren of Cali- 
fornia said the real challenge of 


the postwar period will be to bring 
America’s peacetime production up 
to a satisfactory level, in the light 
of what we have proved we can 
do in war production. He called 
upon the sales executives to make 
the western region discontented 
with the standard of living which 
it enjoyed four years ago. 

The governor said the West 
can be led to demand better pub- 
lic and private facilities, better 
schools and highways, better hotels 
and stores and theaters. It can be 


led to create an insistent market 
for western-built conveniences for 
homes and offices, ranging from air 
conditioning equipment to tele- 
vision. He said this kind of “dis- 
content,” translated into action, 
means jobs. This task, done in 
partnership by the advertising 
profession, the newspaper profes- 
sion and the sales profession, can 
lead the West to a new level of 
economic activity and new experi- 
ences in comfort and progress, he 
declared. 


ee 
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Serves the Nation’s Farm Leaders 
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A. W. Zelomek, president of the 
International Statistical Bureau, 
New York, predicted that the 
European war will fold up within 
90 days after an open crisis for 
Germany develops. Such a crisis 
is now arising and war production 
will drop in America by at least 
40 to 50% by the end of the year, 
he said. A period of deflation of 
6 to 12 months after the European 
war ends was predicted by Mr. 
Zelomek, to be followed by three 
to five years of postwar prosper- 
ity. Automobile production alone 
will touch 6,000,000 cars annually 
in this period, he said, and in the 
postwar period the residential 
building boom will hit an average 
of 1,000,000 homes a year for 10 
years. 


Asks Scientific Approach 
Dr. Samuel N. Stevens, president 


of Grinnell College, Ia., said in the 
postwar era sales management 


11 


should see to it that men are se- 
lected for selling who have the 
ability to do it. Psychological 
science will be sales management’s 
good right hand, if properly used, 
in stabilizing the sales field as an 
area in which initiative, enterprise 
and imagination will receive their 
full economic share of the pros- 
perity which they create. 

Dr. Stevens stated that the first 
problem of forward-looking man- 
agement today is the revaluation 
of its executive and supervisory 
personnel because during wartime 
pressure thousands of men have 
been moved into important posi- 
tions who have neither the intelli- 
gence, the character nor the per- 
sonality required. Now is the 
time, according to Dr. Stevens, for 
companies to test their personnel 
in order to discover men and wo- 
men of high sales ability. 
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William H. Johns 


The passing of William H. Johns, 
chairman of the board of Batten, 
Barton, Durstine & Osborn, re- 
moves one of the few remaining 
figures who played such an im- 
portant role in the transition of 
advertising from its early begin- 
nings to its present position of gen- 
eral acceptance by business and 
the public. Mr. Johns not only 
lived through these important and 
vital changes, but contributed 
substantially to the progress 
which they represented. 

When he entered the field half 
a century ago, the advertising 
agency was little more than a 
space brokerage operation. He 
saw it change into a service busi- 
ness with high professional stand- 
ards, and broaden its scope to in- 
clude not only the preparation of 
advertising, but also the support- 
ing functions of market research 
and merchandising. He was one 
of the organizers of the Ameri- 
can Association of Advertising 
Agencies, which has been such an 
important factor in constantly ad- 
vancing advertising standards. 

When Mr. Johns was a begin- 
ner in advertising, the media field 
was limited in scope and relatively 
unorganized as to standards of 
service and performance for ad- 
vertisers. During his long career 
he saw the rise and _ general 
adoption of circulation audits, the 
development and improvement of 
editorial standards of all publica- 


tions, the emergence of mass 
magazines into truly national 
media, and the development of 


new measuring sticks for outdoor 
advertising and the young and 


vigorous medium of broadcasting. 

The same period, which wit- 
nessed the evolution of modern 
advertising from its crude and 
unformed beginnings, saw the 
transformation of this activity 
from one which served a rela- 
tively few companies of national 
scope, some of them offering 
products of questionable value, 
into a primary business function 
whose importance is generally re- 
flected in permanent advertising 
policies adopted by leaders in all 
fields. And because of those 
changes he saw advertising gradu- 
ally assuming its responsible role 
of interpreting business to the 
public and setting constantly 
higher standards of truthfulness, 
good taste and public service. 

Because Mr. Johns was _ not 
merely a bystander, drifting with 
the tide, during this long period 
of advertising development, but 
an active contributor to the work 
of building high standards for ad- 
vertisers, advertising agencies 
and media, his name will always 
be associated with its progress. 
And those who remain may take 
inspiration from his career in 
realizing that this is a task which 
is never finished, but which im- 
poses new and important respon- 
sibilities upon each new genera- 
tion of advertisers and advertis- 
ing practitioners. 

As long as they take their obli- 
gations to business and the public 
as seriously as he did, there should 
be no pause in the increasing serv- 
ice which advertising and all of 
its related activities will be able 
to render. 


Advertisers’ Price Policies 


The recent report of the Brook- 
ings Institution, presenting recom- 
mendations for postwar pricing 
policies for American business, are 
of special interest to advertisers, 
because the philosophy which that 
report emphasizes represents the 
characteristic viewpoint of adver- 
tisers in relation to the primary 
problems of price establishment. 

The Brookings report urges that 
manufacturers endeavor to main- 
tain maximum production and 
minimum prices, to the end that 
markets may be broadened and 
employment and consumption, the 
primary factors in the mainte- 
nance of prosperity, kept at a 
high level. 

These are the characteristics of 
advertising policy. Advertisers 
use this activity for the primary 


purpose of increasing sales and 
developing markets, and their ex- 
panded volume is almost always 
accompanied by reduced prices, as 
the next step in the direction of 
still further extending demand and 
serving more consumers. 

The automobile industry is a 
fine example of how market de- 
velopment, promoted and accele- 
rated through advertising, has 
been accompanied by constantly 
reduced prices. The _ electrical 
industry has followed the same 
policy, to the great advantage of 
manufacturers of electrical prod- 
ucts and equipment, as well as 
central stations. That these poli- 
cies are sound, has been proved 
by experience, and it is to be 
hoped that they will be adopted 
still more widely. 


-GRieieity - 


FLIGHT AND 
SAVE A DOULA 


W, 


—Commerce Magazine 


"It seems more homelike now that we've been here a few weeks!" 


Medics Get the Lowdown 


Merrily, joyfully, with complete 
ease and abandon, the cigaret 
manufacturers continue to do their 
best to convince the medical pro- 
fession that there is no difference 
(medically speaking) in cigarets. 
This publication has chronicled the 
antics of several cigaret manufac- 
turers in the past year or so, who 
have stated boldly and fearlessly— 
for the benefit of the medicos— 
that they are convinced of the lack 
of medical appeal of their own 
product as well as of their com- 
petitors. 

Now the April 15 Journal of the 
American Medical Association in- 
dicates that the we-claim-no-ad- 


We cure tobacco 
..-not people! 


vantage type of cigaret advertising 
to medicos is not yet ended. Latest 
to reiterate the refrain is Brown 
& Williamson’s Kool, which says 
“We cure tobacco, not people,” and 
then proceeds to retell a story 
which is now becoming old and 
familiar: 

“We said it in your Journal in 
May 1937, and we haven’t changed 
one word of our belief in no phony 
claims for Kool cigarets. Read it 
again, doctor, and note the post- 
script: 

“‘*We figure that a tobacco fac- 
tory is not a dispensary, but a 
place to make cigarets. 

“‘We do make some mighty 
good cigarets out of genuinely fine 
tobaccos, carefully blended, and 
with just a touch of menthol for 
flavor. It’s the same idea as put- 
ting mint into chewing gum. Quite 
a few folks like the pleasantly cool 
sensation you get from each puff 
of Kool cigarets, and find them re- 
freshing. 

“*There is no medicinal value, 
nor do we claim any.’” 

And this columnist, interested in 
the phenomenon of the cigaret 


makers rushing into print to prove 
that they claim nothing, still 
wishes that some of this nice, 
pleasant, sane, interesting copy 
were carried over into the non- 
medical press. Maybe some “lay- 
men” who also smoke cigarets 
would be intrigued by it. 


No False Hopes 


If you have the proper kind of 
sense of humor, you can have a 
lot of fun looking at advertising 
material these days. Take the mat 
service portfolio which Munsing- 
wear has just sent out to dealers, 
featuring three series of dealer 
advertisements for underwear and 
sleepingwear for spring. The en- 
velope in which the material is 
mailed is made of colorful wall- 
paper, which may or may not indi- 
cate an envelope shortage, but 
there are still other kinds of short- 
ages, and Munsingwear decided it 
had better take no chances. 

So the flap of the wallpaper 
envelope contains a pasted notice, 
in good big type, which reads: 
“Please Note! The enclosed mat 
services in no way indicate avail- 
ability of merchandise.” 

If, in spite of this severe appli- 
cation of cold water, a dealer still 
has a yen to feature Munsingwear 
in advertising, he finds a choice of 
three things in the packet: 

1. A mat service of specific 
styles for which Munsingwear will 
write copy and make layouts on 
request. 

2. The “cherub” series of ad- 
vertisements which do not show 
merchandise but tell a general 
story on a certain group of styles. 
For use by stores who have a good 
general stock, but who may be 
unable at present to carry com- 
plete color and size ranges. 

3. A series featuring the work 
of Gladys Rockmore Davis—the 
fine arts technique being used by 
Munsingwear in national adver- 
tising. 


Cheers for Wieboldt 


Elmer F. Wieboldt, of Wieboldt 
Stores, Chicago, chain of depart- 
ment stores which did a business 
of some $36,000,000 last year, has 
just retired—and has_ simulta- 
neously contributed to the store 
and to the world one of the most 
engaging, sensible and interesting 
treatises ever written by a retailer. 
It’s “People—Policies—Profits,” a 
little book of 70 pages designed 
rimarily for the guidance of pres- 
ent and future executives of his 
store. It’s so down-to-earth, so 
basic that if you’re interested in 
retailing philosophy and operation, 
don’t miss the chance to get a 
copy. 
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The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2321. Trend Study. 


In this report of magazine read- 
ing habits of business executives, 
Business Week presents trends in 
readership vs. trends in circula- 
tion; readership trends on the basis 
of costs; trends in penetration by 
business functions, and other facts 
disclosed in a survey covering both 
1943 and ’42 readers. 

No. 2322. The Story of the Okla- 
homa City Depot of Air Serv- 
ice Command. 

This $35,000,000 wartime pro- 
ject, described in the February Air 
Transport, is retold in a new folder 
issued by the Daily Oklahoman 
and Oklahoma City Times. 


No. 2323. 
Target. 


Up-to-date facts on the Tri- 
Cities area of Rock Island, Moline 
and Davenport, are included in 
this new folder published by the 
Rock Island Argus and Moline Dis- 
patch. 


Get a Bead on This 


No. 2324. Let’s Talk About To- 
morrow. 


This 20-page analysis of Los 
Angeles’ postwar opportunities, 
published by the Los Angeles Ex- 
aminer, is a reprint of an address 
made originally by William Dover, 


its Business Research Division 
manager. 
No. 2316. War Broadcasting Ac- 


tivities—1943. 

KMBC, Kansas City, in this an- 
nual report details its manifold ac- 
tivities in radio’s second year of 
war, including support of all de- 
serving home front projects. 


No. 2317. Looking Ahead in Mer- 
chandising Electronics & 
Radio. 


The whole range of radio prod- 
ucts is covered in this 24-page 
booklet issued by Radio - Craft, 
which gives an over-all picture of 
the status of production and the 
time lag required for the change- 
over to postwar civilian production 
and selling. 


No. 2318. Family Album. 


Introducing Stanley E. Hubbard, 
president and general manager of 
KSTP, this booklet lists a series of 
“firsts” claimed by the St. Paul 
station and illustrates the host of 
radio personalities it has de- 
veloped. 


No. 2319. First in the Fight. 


This 12-page folder, issued by 
the Philadelphia Daily News, is a 
facsimile of the publication out- 
lining a number of its local and 
national editorial campaigns and 
including a circulation coverage 
map of the Philadelphia area. 


No. 2320. Katz Calendar of Ezx- 
piration Dates. 

This pre-tested calendar, de- 
signed to save time for time buy- 
ers and sellers, shows almost at 
a glance the date of the last broad- 
cast of any schedule of 13, 26, 39 
or 52-week cycles. It is issued by 
The Katz Agency. 


No. 2283. First in Advertising. 
This yearly report on Fort 
Wayne newspaper advertising for 
1943 has been issued by the Fort 
Wayne News-Sentinel. Tables 


show total display, general, retail 
and department store linage. 
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Action Comics, Detective Comics, Sensation Com- 
ics, Star Spangled Comics, and Superman, More 
Fun Comics, All American Comics, Flash Comics 
which alternate with Batman, Adventure Comics, 
Green Lantern, Funny Stuff Comics. 


a~V <9 


9,500,000 
Delivered 


No other group in the magazine comics field can approach this 


intensive coverage of the national market. 


71,500,000 
Guaranteed A.B.C. 


This guaranteed ‘net paid circulation is more than twice that of 


the next largest group in the magazine comics field . . . and pro- 
vides advertisers with a bonus of 2,000,000. 


MONTHLY UNIT 
4,000,000 A.B.C. 


Guaranteed 


Guaranteed 


and Jeff, All Funny Comics. 


Position Monthly Quarterly 
of Page Unit Unit 


Inside Page $3400.00 $2975.00 
2nd Cover 3600.00 3150.00 
3rd Cover 3600.00 3150.00 
4th Cover 5000.00 4375.00 


The National Comics Group 


AMERICA’S FAVORITE MAGAZINE COMICS 


Represented Nationally by 
RICHARD A. FELDON @& CO. « 420 Lexington Ave., N.Y. C. 


QUARTERLY UNIT 
3,500,000 A.B.C. 


All Flash Comics, All Star Comics, Boy Com- 
mandos, Comic Cavalcade, Leading Comics, 


Wonder Woman, World’s Finest Comics, Mutt 
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Says Private 
Business Must 


Provide Jobs 


Mass., April 20.— 
American industry must prepare 
now “to establish our peacetime 
society on the solid foundation of 
an enlightened system of free 
enterprise,” Donald K. David, dean 
of the Harvard Business School, 
said this week in his annual re- 
port. 

Returning soldiers, he said, will 
want “honest jobs, not relief work 
or the dole. These jobs should be 
provided by private enterprise if 


we are to maintain sound economic 
and political conditions in this 
country.” 

Reasonably full employment in 
private enterprise without a seri- 
ous delay is impossible unless the 
intrinsic problems in the reconver- 
sion of the country’s productive 
facilities are effectively antici- 
pated, said Dr. David. Any sound 
analysis of these problems raises 
questions of raw materials, of 
financial resources, of taxation, of 
marketing methods, and many 
others, he added. 

Of research work at the busi- 
ness school, Dr. David said that 
during the past year there has 
been a growing appreciation on 
the part of business leaders and 


of the public at large on the great 
importance of preparing currently 
for the resumption of normal in- 
dustrial operations on civilian re- 
quirements. 


Runs ‘Unnamed’ Page Ad 


With space costs donated by 
unnamed manufacturers, mer- 
chants and business men, the 
Times-Union, Albany, N. Y., has 
published a full-page advertise- 
ment in behalf of the New York 
Guard and its recruiting program. 
Copy explained the purposes of 
the Guard, the need for men to 
keep it up to the authorized 
strength of 20,000, and the advan- 
tages of the service, and listed 
every armory in the state. 


Navy Pays High 
Tribute to Role 


of Advertising 


New York, April 18.—The Navy 
is keenly appreciative of the vital 
part that advertising is playing in 
the prosecution of the war, Capt. 
Leland P. Lovette, Navy director 
of public relations, today told the 
weekly luncheon meeting of the 
Sales Executives Club of New 
York. 

Asserting that the recruitment 
of Spars, Waves and Women Ma- 
rines has been materially aided 
by advertisers, Capt. Lovette, who 


The Story Begins 


OCTOBER 26, 1943, WITH THIS 8-COLUMN HEADLINE 
ON THE FRONT PAGE OF THE FREE PRESS 
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(With a Happy Ending 


to The Detroit Free 


SHING CREAN 


Wee 


—But... The Free Press—not satisfied 


ted the short- 
— rivé 


had 
- pership down te 


with merely reporting the news 
—wanted to know WHY! 


. On Friday, October 22, 1943, there was plenty of milk 


in Detroit. But suddenly . . . mysteriously . . . the supply 
vanished almost completely over the week-end! The 
Detroit Free Press asked questions . . . kept probing, kept 
prodding consumers, dairymen, grocers, dairy farmers. 
The Free Press refused to rest its case. And with pointed 
questions apparently reaching home . . . relief came as 
suddenly and mysteriously as the milk vanished. Said 
Charles C. Lockwood of the Greater Detroit Consumers’ 
Council, “Without a doubt, The Free Press’ alertness . . . 
prevented the creameries from going ahead with de- 
mands on the OPA for retail price increases.” That happy 
ending came just 5 days after that first headline ap- 
peared. And once again the power of the press. . . 
The Detroit Free Press . . . was demonstrated. All of 
which is important to advertisers who want a background 
of sound reader-interest and respect for their advertise- 
ments . . . who want to impress and sell America’s most 
prosperous market. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Natl. Representatives 
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has seen active service in the Nayy 
for 30 years and who is soon re. 
linquishing his public relations 
post once again to return to seg 
duty, paid some of the highest 
tributes to advertising yet uttereq 
by a representative of the govern. 
ment. 

Emphasizing that institutiona] 
advertising has come “a long, long 
way,” the dynamic Navy officer, 
whose ship was sunk under him 
during the sneak attack on Pear] 
Harbor, said that when the com- 
plete details of advertising’s war- 
time role are told it will make a 
good story and an excellent book 
for postwar reading. 

Capt. Lovette gave the sales 
executives a closeup picture of 
the Pearl Harbor tragedy, describ- 
ing men drowning in a sea of 
burning oil with the few remain- 
ing seaworthy ships unable to pick 
them up under the dire necessity 
of getting out of the harbor ag 
quickly as possible. 

Declaring that “postwar may 
come faster than we know but 
we are planning for a long hard 
war,” Capt. Lovette warned of 
great casualties ahead when the 
invasion is launched, predicting a 
resurgence of submarine warfare. 
However, he pointed out that the 
enemy today has lost the best of 
its submarines and has its “‘second 
team” in now to do its fighting. 


Issue Fighters’ Digest 


The Register and Tribune, Des 
Moines, Ia., are offering free of 
charge a four-page condensation of 
Iowa news to be mailed to men 
and women in the armed forces, 
either in the states or overseas, 
The digest, 11 by 14 inches, is 
printed on lightweight paper. 


White Is Promoted 


Erskine White, formerly traffic 
superintendent of the Bell Tele- 
phone System in western Massa- 
chusetts and Vermont for the past 
21 years, has been named director 
of public relations of the New 
England Telephone & Telegraph 
Company. 


$1163.64 
—1152.52 


$ 11.12 


Industrial workers in the 
Magic Empire of 30 
counties in Northeastern 
Oklahoma made a higher 
annual wage ($1163.64) 
than the average in the 
United States ($1152.52). 
The Magic Empire has 
61% of the industrial em- 
ployees of Oklahoma who 
receive 64% of the 
State's industrial payrolls. 
Add high income groups 
in oil and mining, equip- 
ment manufacturing, gen- 
eral business and indus- 
try, farming and live- 
stock, and you have Okla- 
homa's richest No. | 
Market now and after the 
war... blanketed only 
by KVOO with bonus 
counties in Kansas, Mis- 
souri and Arkansas. 
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Gentlemen: The folks at DRUG TOPICS, who have been selling 
your lines for a great many years, feel that it is high time that an 
official sales report be submitted to you. 


We think that you should know how many calls we are making on 
important drug trade manufacturers and why we feel impelled to toot 
your several horns, wherever possible, on these calls. 


REPORT 5 wns of 
TO ALL MEMBERS OF & 


NUMBER OF CALLS: It is estimated that the members of the 
DRUG TOPICS sales staff, together with front office heads, aver- 
age 100 ‘‘A’’ interviews a week. An ‘‘A’’ interview, by our defini- 
tion, is a call on an important drug trade executive or his adver- 
tising agent during the course of which advertising or merchan- 
dising problems are discussed. (We list as ‘‘Q’’ interviews those on 
which we master mind the war, plan political coups, give tips on 
the horses or swap spaghetti sauce recipes). 


WHY WE TALK CONSUMER ADVERTISING ON OUR CALLS: 
Long ago we made a startling discovery EXCLUSIVE OF EQUIP- 
MENT AND ETHICAL SPECIALTY PEOPLE, THE BIGGEST 
BUYERS OF CONSUMER ADVERTISING SPACE AND TIME ARE 
ALSO THE BIGGEST BUYERS OF DRUG TOPICS SPACE. It took 
us a little while to figure out the connection between these two 
facts—to reach the conclusion that the following logical sequence 
of events almost always takes place in the growth of a successful 
national advertiser. 


(1) The Jones Manufacturing Co. starts to advertise aggressively 
in consumer media and begins to make progress. 


(2) Jones realizes that the cooperation of the druggist: can in- 
crease the effectiveness of his consumer advertising expenditures 
tremendously and retailer friendship becomes important to him. 


(3) Jones buys a hunk of DRUG TOPICS space to develop the 
druggist cooperation needed to make his consumer ads pay out 
fully. 


(4) Consumer advertising and DRUG TOPICS advertising work 
like a charm together, augment each other and increase each 
other’s effectiveness and Jones’s sales climb. Jones authorizes 
bigger schedules from you and from us. 


Once we had this idea clear in our minds, it didn’t take us long to 
figure out the logical conclusion—THE MORE BIG NATIONAL 
ADVERTISERS WE CAN HELP TO CREATE IN THE DRUG 
FIELD, THE MORE BIG ADVERTISERS THERE WILL BE IN 
DRUG TOPICS. Right then we started in to work for you. 


RUG TOPICS 


330 West 42nd Street - - - New York 18, N. Y. 


Sul 
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The A.N.P.A. 
The N.A.B. 
The N.A.T.A. 
The N.P.A. 
The 0.A.A.A. 
The P.P.A. 


FROM DRUG TOPICS © 


* * * 


Why do we publish this report? First, be- 
cause we want to let you know where we 
stand —- where we have stood for years — 
insofar as your advertising mediums are con- 
cerned. Second, we would like to suggest 
that it will be just as good business for you 
to boost our product as you go around the 
country selling your own as it is good busi- 
ness for us to sell consumer media while we 
make our rounds. 


THE PROVABLE FACT IS THAT 
GOOD TRADE PAPER COPY, ON A 
SOUND TRADE PROPOSITION, PUB- 
LISHED IN A FIRST LINE TRADE 
PAPER WILL INCREASE THE EF- 
FECTIVENESS OF A CONSUMER’ 
CAMPAIGN BY 5%, 10%, 15%, 25%. 
In a word, trade paper advertising is like a 
shot of ethyl which, if added to your sales- 
making gasoline, will increase its profit-pro- 
ducing mileage substantially. 


That’s why we suggest that it’s common 
sense for both of us to sell consumer adver- 
tising and trade paper advertising as a unit 


—as the perfect advertising package. " 
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Independents 
Add to Lead Over 
Milwaukee Chains 


Milwaukee, April 19.— For the 
second consecutive year independ- 
ent grocery stores have advanced 
appreciably in popularity over 
chain stores, it was indicated this 
week in the 21st annual consumer 
analysis of the Milwaukee market, 


published by the Milwaukee Jour- 
l 


nal, 

In 1943 48.62% of all families 
said that they bought most of their 
groceries at the neighborhood in- 
dependents, whereas this year 
49.16% gave the independents as 
their favorite source of supply. 
A&P food stores were listed as 
the places where most of their 
grocery products are bought by 
32.95% of all families this year, as 
compared with 35.13% a year ago. 

It was noted that while the A 
&P super stores or self - service 
stores decreased in popularity 
from 32.67% to 30.30%, the regular 
A&P stores showed a slight in- 
crease from 2.46% to 2.65%. The 
total family figure for A&P de- 
creased from 76,711 to 74,500. Na- 
tional Tea food stores started on 
the upgrade in popularity this year 
after a slight decline a year ago to 
6.20%. This year 6.68% of all 
families reported that they did 
most of their grocery buying at 
National Tea food stores. 


1LG.A. Popularity Grows 


Popularity index of I.G.A. stores 
increased from 6.36% in 1943 to 
6.94% in 1944, and Associated 
Food Stores from 2.42% to 2.76%. 


Independent grocery stores and A 
&P stores showed their highest 
consumer popularity among fami- 
lies of the lowest income bracket. 
National Tea showed a consider- 
able variation, but a definite trend 
in popularity among families of 
the various income groups. I.G.A. 
showed the highest consumer pop- 
ularity among families of the top 
income bracket. 

Only a fractional percentage of 
the families questioned actually 
know the difference between grade 
labeling and brand labeling, the 
analysis revealed, although 88.8% 
believed they did. “In  cross- 
questioning,” the survey said, “it 
was found invariably that house- 
wives assumed ‘grade labeling’ is 
‘brand’ labeling and is being prac- 
ticed now. The brand that she 
knows best and the one that she 
feels is a good brand is, in her 
estimation, ‘grade labeled.’” Con- 
sidering this, the survey com- 
mented, “it is easy to understand 
that 96.2% of all families who 
thought they knew what was 
meant by grade labeling were in 
favor of it.” 

Friday has picked up substanti- 
ally as a shopping day for groc- 
eries since last year, the study 


revealed, with an increase from 
27.1% in 1943 to 39.6% in 1944. 
On the other hand, of the 58.1% 
of Milwaukee families who did 
their grocery shopping on Satur- 
day in 1943, only 43.3% are buy- 
ing most of their groceries on that 
day in 1944. Practically the same 
number of families, 29%, buy two 
days’ supply of groceries at one 
time in 1944 as in 1943; three days’ 
supply is purchased by 26% in 
1944 as compared with 17.5% in 
1943; and 9% buy only for a single 
day as compared to 12% last year. 


Go Short Distances 


For the first time, comparative 
figures are shown in the study on 
the distances housewives regularly 
go to buy groceries. This year 
46% go less than three blocks to 
buy groceries as compared to 
45.4% in 1943. Among families of 
the top income bracket, 32.9% go 
less than three blocks, while 
among families of the lowest 
bracket, 57.4% go less than three 
blocks, indicating that as the fam- 
ily income decreases the percent- 
age and number of families going 
less than three blocks steadily in- 
creases. 

The survey is based on 7,000 


To Publishers of SUNDAY Newspapers 


parade has just completed a study of the national ad- 


vertising revenue of 107 Sunday newspapers in 72 cities. This 


analysis is broken down into three sections—Sunday news- 


papers with national supplements, papers with their own 


supplements and those without supplements. 


The analysis reveals some startling facts concerning the 


diversion of black and white linage; revenue derived from sup- 
plements, both national and local; and the effect of Sunday 


sections in general on newspapers’ national advertising revenue. 


If you would like to go over this study 
in detail call or write parade, 405 
Lexington Avenue, New York 17, N.Y. 
Telephone: MUrray Hill 6-8171. 


Jarac 


05 LEXINGTON AVE., NEW YORK 17, N. Y. <2 
135 SO. LA SALLE ST., CHICAGO 3, ILL. 
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questionnaires filled out in Jany- 
ary—a 4% sample of the market, 
It revealed that: 59.7% of Mil. 
waukee families plan to have 
vegetable gardens in 1944 as com. 
pared with 54.8% in 1943; 87.4% 
of all families are now doing can- 
ning at home, against 77.9% in 
1943; 94.8% do home baking as 
compared to 94.2% in 1943; 46.4% 
are buying less fresh meat now 
than during the period before 
rationing, but among families of 
the top income bracket only 4.8% 
buy more fresh meats while 7.1% 
in the lowest bracket buy more. 

The 102-page volume carries 
tables showing brand preferences 
of foods, beverages, cigarets, 
toiletries and other wants and 
needs. In its “wartime trends in 
living habits” section, the book re- 
veals that 74.1% of Greater Mil- 
waukee families plan to buy new 
automobiles when they are again 
built; that 31.5% indicated they 
intend te buy or build homes with 
war bond money; 20.8% have in 
mind the re-equipping of their 
present homes; 24.4% plan to use 
the money to educate their chil- 
dren; 7.9% plan to use it as an 
investment; 3.7% as a future se- 
curity; 4.8% are undecided; and 
9.2% had miscellaneous plans for 
its use. The book noted that the 
total comes to more than 100% 
and concluded that a “considerable 
number of families have more 
than one use in mind for their war 
bond money in the future.” 


Many Repairs Needed 


The study also showed that of 
the radios in Greater Milwaukee 
homes 27.5% needed major repairs 
or replacements; vacuum cleaners, 
19.5%; washing machines, 17.8%; 
refrigerators, 8%; bathroom fix- 
tures, 8.2%; electric roasters, 2.5%; 
and heating systems, 9%. Furni- 
ture was found to be in poor shape 
in 12.6% of the homes, new cook- 
ing ranges were required by 9.4% 
of all families, and electric irons 
and toasters are in poor condition 
in 8.5% and 8.3% of all homes. 
However, it was pointed out that 
28% of the families reported no 
need of major repairs or replace- 
ment for their home equipment. 
A new question added to the 
analysis this year to determine 
which of three new labor saving 
devices for home laundry work 
would be most favored by house- 
wives disclosed that 44.2% would 
like to have a completely auto- 
matic washer, while 35% favor a 
practical, easy-to-use washer, and 
23.6% would like an automatic 
clothes dryer. 


Rome Opens N. Y. Office 


Rome Mfg. Company, division of 
Revere Copper and Brass, Inc., has 
opened a division sales office at 
230 Park Ave., New York. 


Facts About 
Winston-Salem's 
POPULATION 


Ration book 4 figures, as released by 
the Bureau of the Census, do not tell the 
whole story about Forsyth County's pop- 
ulation. As of December |, 1943 they 
reveal 112,700 registrations. Local board 
officials have announced 11,000 addi- 
tional registrations during December and 
the first days in January—bringing the 
total to over 120,000. 


Despite the loss of 10,000 county resi- 
dents to the armed forces and additional 
hundreds to war industries, indications 
here are that the population shift has 
been more than enough to offset the 
loss claimed against 1930 census figures. 


An acute housing shortage is preva- 
lent in Winston-Salem. 1940 census fig- 
ures showed 5% of the dwelling units 
here unoccupied. The people are HERE! 
Ask for more information. 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


PAX MAST ER 
oe 


# 
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MIL celensseastone the 


He provides the means with which to feed, 
clothe, house and educate the family. But it 
is she who administers his earnings. She is the 
one who decides where 85% of America’s con- 
sumer buying power wil] go. Naturally, 
responsibilities so entirely different create dif- 
ferent reading interests. 

Out of these differences the women’s maga- 
zines were born—and they now fill a place, 


and do a job, unapproached by any other 


magazines published. That McCall’s is read by 
one American Woman out of every five is no 
accident but the direct result of this maga- 


zine’s ability to think the way women think. 


= ‘eu f * 4 : ed 


CZ My 
Bhi aM 


Painted for McCall's by Clara Klinghoffer 


Never before in the history of this country 
has it been so imperative for women to know 
how to buy—and how to administer, wisely, 
their household’s wartime economy. McCall’s 
informative articles are a decisive influence in 
the buying habits of one woman out of five. 
In war asin peace, McCall’s is edited directly 
to the three primary interests of the American 
Woman—Her Heart, Her Home, Herself. 
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THREE MAGAZINES IN ONE 


< 
7” 


aN Fy. : ee be ke ~ oy : ‘ pigais 5 Ties a a : ae = oa i : +3 Eat 
. oe % % 
As ; 
Janu. NS ee 
arket, oe ee 
Mil. ‘i ji Bee 
have 4 ‘- et 
com- here ye ee oe eee 
5 Can- : es 
'% in { i ciate 
ng as \ iz Aen 
46.4% | | Neely . 
. now ' VA: ae 
before a <9) 7 
les of | t ae) eee 4 - a 
' R J F ‘ j a’ a ‘ . s 
4.8% \ ()! ax wh el, 
. 7.1% i be, ne a aa 4 a ae ‘ oF op 
re. Sa i ‘ 3 on 
arries , —— te +t a —  clal 
rences le ge —_ et A yet oe pe 
rets, ay a qh ~. ay be Sieg 
and Ge wi = } . 
ids in ' 3 — et 
> Mil- ie lariat = aaa AC Rt fe fi.% My Pea gen AY setae ee ee ie ee ey. et: he ——— 
again 0 ae 2 ai f # wine iin es ie 
| fie La | wet. SS ae i 
* 3 3 My F 5 ane ¢ aa 4 i ll He “ OA oy os ae Mee, Bie et a 
~ with é ‘, . ip. 5 * ae — va & a ee 4 ; x : Sree 94 —— 
ive in = ace ae PF 440" ae ce F ip ; ie os 
their ce ig? : % ee , oe Ps ~ . ‘7 a , : hae : ' Py A tn thc oe ‘ eal 
to use aa te ; of me “4 - <2, x Saga a ae : , , * i ie 
r : , ‘i ; A f ee Pea: dl ee : % . ae 7a 
chil- ss ; . . . _— ia. EE. A eer sales NE : 
as an a iar pare a : > 2 a ee So gg ane ne) ‘ ale ot pr, ae 
re se~ oa a Maps ’ Lue oe . i ‘ ‘ ee a4 a a ana 
- and Bo i: eta f rs <4 ; <i “ae , f Fee 85 ; Ks, " * pene oe, 
’ s al § é si GR ( Re sa % rf sae id Boe : i >. 7 - PAN, 7 is 
1s for ge. ae ree Mea he > oe ; : 9 : , . Ce a se i: 
ashe i "3 . Mae a .% mi : ‘ ; : ig wer as a aes ey mer 
at the ge Ca : , a — i i ks Bd Wh ise . 4 y , ee kW ce ee ieee ’ 
100% ae | ———_— . Ae ee ae i ee ae en 
; a 7 — | hig ol Hi i hs ‘ i) s ot ee cane? 4 Se ER ae a 7" 
erable ae See — 4 . ae ying oe ee te ll : | Ce eit go 2 
more a ke — ae bs * a. ae es - or "eae 
a Re Bea - X si - r A cas, x py ‘i j % we ment, : a cy bi Cay 4 ‘ ; ss he : q yi fe a v4 we! iF 
r war . i ie Ae Med mee 2 ae Pi a 
° 3 ee ai | —  . fig ee ' : my . », ee fe A ” ey 
Siete Sik fy — a: 2a. i a ici tech Mi + ‘ere jah « ae Sie eis es. ae ae 
Br Bg. ik ri : i i | ee re 2 ee aan: aa ae Us : ; et ee Pee ca ith ee me —— | 
jon ot Fi i ae lO ee : RO Sa : Bt a t~ - ae } rs les el 
sti x + ee eZ, es be at Pitot s ce uence. Ben a + we, iq ih Wr, ™ ay 2 hs ; mals : 4 a 7 4 fig as aren 
12 “ee . ee ii scl eae, ’ ; —a rs . ri wh oe eee 
; » ee £ ny us ) F ." . ; 
: ee ns ; a %. P) tm Oe oe a te ‘ 
4 . * aM i : Pe ‘ oa 3 A ae a “ty . i. , , of , 
a + , | aaa a aia ., 
ae E ied r ~ wae tin ; a ena so , } ax betes Ew a BL , ; bP WTR A i ae ea iia a a 
es a. | a are a of 
vtopie % Cp ae adie: 5 a4 > rs x cm ee ae ae 8 iy + ae . “8 q ts 4 ER RANI ft bd 
eet ove tet, kil aan a“ 2 a ox, e i. ae. i ‘yn ren. i ag ae ee icy 2 Fsidiy, oat = ; 
eM ND ee ee ee a ge re es cr 
rr ee ae a neat aoe a = oe Bes aes Begs | eee : a a va a) ie ne att. 
, So ihe . ee ae a es ey ne) oe eee ee ers Bid 7. ee i ; <a ae 
f ce aa a ha ae oo," cee . Bin ee ee a pide “Wa * ari — °° Qs ge mo. i. « — r ; 
: Were ee a ee es a: : [a eee ee >. oe rere —_— i Bee ‘ Se ee ae on lel s —. oe 
tteeigy 2 Oe Se yg ON Ce Oe me Fe 
a gpl : ame ae Sa eee a es x ee | ey a ee fee eee a: yor 7 he = 3 
: ‘ of a . 2 — ES A i! z ey i ae s . 2 Po, a i i iii ie. = > i ae nak ae Fe 4 ad Ms om ; a he é’ - ; a cg Br K. ; em s sie, it a 4 _ & 3 
5 8 —_s, . ¥ ee ree "CF w- i eee Hake, ; 4, oa ae > el” Uo _— ’ 2 
« ‘ oes ‘TS, GO i ars er eas eae ic . ree gee pet ae Pe sale [e } we. <i is a cal a Se oe 
* bes . é a ie eee ee eee on ae fee , ge ee sat ‘os NU co, OM a ae 
> ee Si ae, eee 7 lad  * , Ps eee e. 2a bd aig eae Sate i 4  ) ; bet a Soest a x AES Aig gall aa ee eg ee ee a 
. a ia a % | Se rr a Se aie... a3 ’ oe es Oe ee: an . ‘8 ae Oe <e. ie " 
. eee eee OL ae Py NS 7 
- bee eT te ——, oe te : ee ee eR ee et? Do, ae ‘ Py ee ae Ea i a 
ba > “nae a a ae f : ae a ae a i ee ‘ ecm: 2” os a a a 
i _ ‘i ' “ae Re tes i aile ’ F ail % wee eo a Y — A eee i. * kage z= e i a. a e a 
dies ; 7 ry - » : z ie : Be yam Gee a - - ‘ me fer 8 3 ing ae ‘é ae ee sis os + & Fs Bec we ‘ H ; a = y a, 5 
- A \ oe ie yg aus imal vee il 7 a pee = | gerd ade oe ae og ee a al iy : ie ae < 
fq . ae » es. f Rit a a all a, 4 ; he a ee on. ‘i. bik Rac aia ° sia 3 op, Se: a ES = ' cE a a 
2 ae a ; a a re ae ae nr is Op ae ae ‘a ss Speen ee”: _e  . a ‘a + jee wee ; 
ye i —— og § ae ae a: ee eee a. PAG vw Pm — SS alee = Fe 4%, 7 Ta. Mgmetenee ane 
¥ — % = eee | i uate Lt 5 ie he ae, bats nae ag, —— —(Ct« a3 a ee, ee ee ae 
ie , : . : rer" ae oe  . eee a a or eis”. aoe. —* " i flies ow - : —— ll gt eee. Oo, ‘veer _ ia 
4 ee ta ai, — + ae ae er ee ‘ere ue ees eee _ Pte ed 2 et. a es Ta eee bes - 
i t ee : oe ae si a ii pial 5 ea ae , 7 — pbs.) ae : pe il i al i % 
‘ a : es ia 6 3 2 : ; Be x a a aa ; ee : . 2 ee 
ee: —t i 0 0)lClU rr (iS AM —— 535 
, * a Leis We Ag _ a Oe ey i ‘od 8 : ie 3 ¥ eae! 30 feia i. 5 ae 3 Se . 
7 eee ‘is 4 eee i 2 ae” ve ee Ba, 8 *~ i. Py < lithe? > aa Pe 
: J. |: Ae . 5 ie, f Sas a a ab ag at nei | e ’* a = : “? ae i eer 
fice a. SE ike ke RO ee a a a — ae” 
BG Sn. 2 Pe ee ‘ ; sh E: e. we a = a ee i a ie SERN PSS sa ie a: 4 ae 7 ‘ ; “et a. ai : a, faites a ce’ - 4 a % - . J ’ A a 3 a. x i: ee sai : } is ing 
| f bie. ¢ i 7 7 ae * te ae ie le — Oh, a. — —. 
sion o a» , a fo: Tr lll. oe a. | oe —  & ™ , ° ae 
c., has nse. Yop , a. ae ees od 4 
fice at ; —_—_—_—_—_—_—_—__ = ee 
4 - hes. 
_ me o 
ae 
f a 
aa 
rs “ 
ar ary 
~ ia 
ee . 
e 
aie “ae 
it ’ sv ¥ . t a a ] t ; a 
- —_ aure 
" {ep ; ; 4 
SRF sbi 
‘a SS, Nes i ; 
a © y,¥ a ¥ a 
a ; ie | 
s a, ae 
Y ae a ~ | 
———— 
h 4 s P 7 ‘ ee sa hag bay $f al 
E - a. Sa 2 i. a. fo ey, scans i ge . 2 ee Se. * ce oe = + i ah ce é ga See Se 


Don Herold, who plans a spon- 

sored sports-page column on men’s 

products, may have a rival in 

Nancy Sasser. Miss Sasser may 

supplement her woman’s page col- 

umn with one on men’s products. 
* * 


* 

List of prospective sponsors 
seeking to buy “America’s Town 
Meeting of the Air,’ presented 
jointly by Town Hall, Inc., and 


the Blue Network without inter- 
ruption since May, 1935, is being 
narrowed down to a few possibili- 
ties. Latest to be eliminated is 
B. F. Goodrich Company, which is 
now said to be looking around for 
some other half-hour radio show. 
Ba * * 

Interesting, but flatly denied by 
officials of Montgomery Ward & 
Co., is the report that the huge 


mail order house is planning a 
postwar chain of 1,200 farm supply 
and farm implement stores. At 
the present time the company op- 
erates some 80 such establish- 


ments. 
% os oo 


The city of Miami, which was 
scheduled to inaugurate a radio 
show over 31 Mutual stations, has 
been obliged temporarily to cancel 
the program. The format, which 
would have presented Army per- 
sonnel in a combination musical- 
quiz show, was felt by Army 
authorities to be too light, breezy 


Peed 


and optimistic in its manner of 
playing up the postwar potentiali- 
ties of the city as an industrial 
center and year-round residence 
and in spreading a feeling that the 
war is in the bag. Seems that the 
Army wanted to revise the script 
and the Miami people didn’t like 
the idea. At any rate, the show 
is off. 
tk bo * 


Prewar package makers may 
look for competition later from 
Goodyear Tire & Rubber Company 
in the form of transparent Pliofilm 
collapsible tubes for shaving 


Steel 


in the 


Postwar Picture 


Many amazing metallic alloys, father- 
ed by the necessities of war, will play 
their parts in the postwar picture. 
But steel, the mother metal, will play 
the major part. In the marketing of 
products made of metal, the Herald- 
American, too, will play a major part 
in all well-laid postwar sales pro- 
grams for the Chicago market. 


Chicago 


HERALD-AMERICAN 


EVENING and SUNDAY 


Nationally Represented by HEARST ADVERTISING SERVICE 


7%, 2, 2, ry J ; 
cream, toothpaste, lotions, ete 
This product, now confined to war 
uses, has at least one intriguing 
advantage over metal tubes — jt 
can reveal the actual color of the 
material it contains. 

1% * * 


According to the latest tabula. 
tion of U. S. Inspected Foods Edu- 
cational Service, there are now 47 
canners and packers operating 
under U. S. continuous factory in. 
spection, and therefore permitted 
to grade label their wares as “U. §, 
Grade A,” etc. A total of 261 of 
their products are thus processed, 
among the favorites being snap 
beans, grapefruit juice, tomatoes, 
asparagus. 

* * 

Booth Fisheries Company, Chi- 
cago, will make its first break 
away from the fish business 
shortly when it introduces a new 
frozen food—frozen coconut. 

* * * 


Add postwar production goals: 
L. C. Smith & Corona Typewriters, 
Inc., has approved typewriter 
orders on hand from South Ameri- 
can countries which exceed its 
customary annual production. 

ok * co 


From London comes word that 
F. P. Bishop, general manager of 
the London Times and one of 
Britain’s foremost newspapermen, 
is writing a volume on the struc- 
ture of advertising. 

* * * 


Many in the business are noting 
an increasing volume of inquiries 
about utility specialty items such 
as pencils, calendars, executive 
desk diaries, memo pads, etc., and 
it looks like 1944 Christmas buy- 
ing is off to a brisk—as well as 
early—start. 

ok bo * 


Procter & Gamble, reported early 
this month to be seeking clearance 
of a Monday through Friday spot 
on the Blue Network, 12 to 12:30 
p. m., still is carrying on negotia- 
tions. Format for the show is still 
undecided, as is the agency which 
will handle it. 


* * * 


The public and retailers are 
easily and enthusiastically “sold” 
on a bona fide whisky rationing 
plan, Carter Distilling Company, 
Chicago, concludes less than a 
month after announcing its own 
plan—ration books which permit 
customers to obtain an allotted 
share of whisky from their favor- 
ite store each month at the OPA 
price. 


MORE HOUSES 


They buy more furniture, more 
linen and glassware, more housé 


hold equipment of every kin¢ 
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is your best customer 


@ Naturally, we know you’re neither a supplier of furnishings 
to a zoo, nor a distributor of necessaries to an aviary. Only 


figuratively do we ask you to accept the emblem of the United 
States, pictured here, as the symbol of the American he so 
perfectly typifies. 


This American is neither a Jeeter Lester, content to exist 


in a shack on Tobacco Road, nor a Stuyvesant De Pester, 
satiated with the flesh pots on Park Avenue. He’s the John 
Jones of Main Street, U.S.A., a meat-and-potatoes sort of guy 
who, multiplied by millions, constitutes our great aspirational 
middle class . . . the most permanent and productive market 


for your products. 


John Jones, his wife, their family are the progressive people 


of your community, the pay-their-bills, strive-and-thrive, vic- 
tory-garden-neighbor sort of folks whose substantial purses 


provide the firm foundation for your profits. 


These people dictate the publishing policy of The American 
Magazine; their ballots, cast at the newsstands, elect and-select 
the editorial balance we maintain between instructive, con- 
structive articles, on one hand, and fine fiction by the best 
contemporary authors, on the other. 


No! The American Magazine is no accident! Its editorial 
inspiration is derived from the aspirations of the mullti- 
millions of “people who give a damn.” That’s why far-seeing 
advertisers have come to regard it as their happy medium 


to America’s middle millions. 


THE CROWELL-COLLIER PUBLISHING COMPANY 
250 PARK AVENUE, NEW YORK 17, N. Y. 
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Grove Sets Up New 
Vitamin Division 

Designed to assist dealers in 
tapping the richest and fastest 
growing market in the drug in- 
dustry — the vitamin field — 
Grove Laboratories, St. Louis, will 
establish a new unit, the Vitamin 
Division, effective May 1. 

With an advertising appropria- 
tion of $1,700,000, the new di- 
vision, staffed by a sales organiza- 
tion trained in vitamin therapy, 
will do a specialized job selling 
and merchandising the Grove vita- 
min line, working closely with 
dealers to develop their vitamin 
departments. V. R. Burtch, field 
manager of the company, has been 
named sales manager of the new 
division. 
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‘Sealed Order’ Ad 
Marks Record Run 
of Constellation 


New York, April 18.—As the 
four-motored Lockheed Constella- 
tion flew over Kansas City yester- 
day, on its record run from Bur- 
bank, Cal., to Washington, D. C., 
at an average speed of 355 miles 
an hour, TWA headquarters in 
Kansas City teletyped district 
managers to open several sealed 
packages that had been sent them 
weeks before. The district man- 
agers had been told not to open 
them until further instructions. 

The material included plates of 
a newspaper ad in full-page and 
1,000-line size, including an inser- 
tion order from Arthur Kudner, 
Inc., New York, agency for TWA; 
publicity stories and window dis- 
plays for the air line’s offices. 

A couple of hours later, as the 


57-passenger plane landed in 


PAY-OFF ON 1 PLANNING 
Fastest transport flight ever made across the United States 


That o a8 «6 thould be Wie are glad sadeed 
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ADVERTISING WHILE IT'S NEWS—Under sealed orders, TWA and Texas Co. 
last week ran these ads in dailies, proclaiming the record speed flight of the 
Lockheed Constellation from Burbank, Cal., to Washington, D. C., last Monday. 


Washington, TWA authorized the | material. 
district managers to release the Twenty-two newspapers in 16 


Touching the tips of Lakes Michigan 
and Erie is a round region of 2,300,000 
people, divided about evenly as farmers 


and city dwellers, and served by West- 


inghouse Station WOWO, Indiana’s most powerful station.. Near the center of the nation’s population, this 
area is a circular segment of Typical America.. the ideal spot in which to groom your radio program for 
the networks. In fact, sagacious advertisers often use WOWO for such testing. 


In addition to a market that is primary and by no means secondary, WOWO offers programming facilities 


that mesh marvelously with those of your agency. Ask NBC Spot Sales about WOWO. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo + WGL + WBZ + WBZA +©+ KYW «+ 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


FORT WAYNE 


KDKA 
Indiana) mest powerful dation 


Advertising Age, April 24, 1944_ 


on-line cities were given their 
choice of ad sizes and—news.- 
worthy among news tie-up ads— 
a three-day option of dates on 
which to publish it. Although re. 
ports are not yet complete, Kud- 
ner executives here believe that, 
despite the paper shortage, nearly 
all the papers scheduled ran the 
ad, most of them within 36 hours 
after the record run was com- 
pleted. 


‘Post’ Uses Tie-in 


Some which had first intended 
to turn it down decided to run it 
after they had seen the copy. The 
Washington Post carried a teaser 
line on Page 1: “For full view 
of the plane turn to Page 7,” which 
carried the TWA ad. 

The secrecy was due to the pos- 
sibility that the record flight, 
piloted by Jack Frye, president of 
TWA, and Howard Hughes, former 
transcontinental record holder, 
might be delayed. Also, the Con- 
stellation was to be turned over 
to the War Department after the 
flight. Space was to have been 
left in the ad for insertion by 
newspapers of the elapsed time of 
the flight—6 hours 58 minutes— 
but the War Department would 
not permit TWA to print this fact 
in advertising, even though the 
news stories carried it. 

TWA’s headline was “Pay-off on 
Planning: Fastest transport flight 
ever made across the United 
States.” 

Under similar sealed orders, the 
Texas Company released to about 
30 newspapers, through the New- 
ell-Emmett Company, a 1,000-line 
insertion pointing out that the 
Constellation was “fueled and 
lubricated by Texaco.” 


Kellogg Adopts 
Gray Carton as 
War Substitute 


Battle Creek, Mich., April 20.— 
To help ease the wood pulp short- 
age, the Kellogg Company revealed 
this week that on a limited quan- 
tity of Kellogg ready-to-eat cereals 
it is substituting gray cartons in 
place of the familiar white boxes. 

A printed notation on the gray 
carton explains: “This carton is a 
wartime substitute for the regular 
sparkling white Kellogg box. But 
the contents are the same delicious, 
oven-crisp cereal that you have 
always enjoyed.” 

Adoption of the new carton also 
will be explained to consumers 
over Kellogg-sponsored radio pro- 
grams, including “Breakfast Club,” 
“Breakfast at Sardi’s” and “Gil 
Martin and the News,” on the Blue 
Network; Jack Berch and “Super- 
man” on Mutual; and “Around the 


-Town,” musical variety program 


currently airéd over more than 80 
stations. Kenyon & Eckhardt, Chi- 
cago, handles the account. 


Ortgies to ‘Newsweek’ 


John A. Ortgies, formerly with 
Atlantic Monthly and Harper’s, 
Magazine, has joined the New 
— advertising staff of News- 
week, 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers . 
100,000 readers daily! 


Mow THE wk 


JOURNAL-COURIER 
NEW HAVEN, CONN. 
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é pe es THE FRESNO BEE 


LEADS 33 STATES IN PENT UP 


POST WAR BUYING POWER 


The four counties of the Fresno ABC Trad- 
ing Area produced more farm income in 1942 
than any of 33 states. And, as at the 1939 cen- 
sus, it is still the nation’s richest major market 
in farm income, showing $295,000,000 in 1943 
compared to $223,000,000 in 1942 and $71,466,- 
321 in 1939. 


That buying power is being expended 
freely through whatever outlets it can find. 
Fresno Department Store sales for 1943 gain- 
ed 29%, over 1942—a greater increase than 
that registered in ANY western city over 50,- 


000 population. Independent stores showed a 


33%, gain, or greater than any California city 
over 50,000. 


But much of this buying power is being 
pent up for post war days. As a result, the 
total dollar gain in savings during 1942 over 
1941 was greater in the Fresno four county 
market than in any of 33 STATES. (U.S. 
Treasury). 


THE FRESNO BEE 


For current yield and post war prepara- 
tion, the Fresno Market is one worth vigorous 
cultivation today. It requires only a one news- 
paper campaign, for, The Fresno Bee is the 
only newspaper enfering that market that 
gives coverage—47°, in the trading area and 
80°/, in the city zone. 


In city zone population, Fresno is now among cities of 100,000 or more. 
Its ABC trading area now has a population of more than 350,000 
| (BZ 
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Mims Named Publisher 
of ‘Tampa Tribune’ 

J. S. Mims, vice-president and 
general manager of the Tribune, 
Tampa, Fla., has been elected 
president and publisher of the 
newspaper by the board of direc- 
tors to succeed S. E. Thomason, 
who died March 20 in Tampa. 

Mr. Mims, who joined the or- 
ganization in 1906 as_ general 
accountant, will also have full 
charge of the Tribune’s radio sta- 
tion, WFLA. A native of Florida, 
he has served as president of the 


Associated Dailies of Florida and 
has been active in civic and public 
affairs. John Stewart Bryan, pub- 
lisher of the News Leader and 
Times Dispatch, Richmond, Va., 
who joined with Mr. Thomason in 
the purchase of the Tribune in 
1927, has been reelected chairman 
of the board. 


ANA Reelects Odell 


D. H. Odell, General Motors 
Corporation, has been reelected 
chairman of the Association of 
National Advertisers’ newspaper 
committee for the current year. 


American-Marietta 
Buys Sewall Paint 


The American - Marietta Com- 
pany, Chicago, has purchased the 
Sewall Paint & Varnish Company 
with plants in Kansas City, Kan., 
and Dallas, Tex., as part of its ex- 
pansion program that will include 
construction of new factories and 
improvement and enlargement of 
present facilities when restrictions 
are lifted. 

It is the fifth company acquired 
by American-Marietta in the past 
10 years, during which time its an- 


nual sales have increased from 
$1,200,000 to $12,000,000. The com- 
pany now ranks among the first 10 
paint manufacturing concerns in 
the country. 


Shaw Names Hartman 


H. L. Shaw & Sons, Boston, 
manufacturer of soap products, 
has named L. H. Hartman Com- 
pany, New York, to handle adver- 
tising for Soapless Suds, a concen- 
trated synthetic detergent. News- 
papers and radio will be used in 


a test campaign. 


Historians, whose duty it is to analyze epoch- 
making events now taking place, are im- 
pressed with the magnitude of the service 
that is being rendered by present-day jour- 
nalism. Never have the people been so com- 
pletely informed as they are today. We sit in 
our homes and follow the movements of our 
armies and navies through the miracles of 
modern science applied to our free press. The 
whole world is laid before us in the columns 
of our newspapers. 


This, in itself, is one of the great achieve- 
ments in World War II. War correspondents 
have become not only the world’s contempo- 
rary historians, but they are our personal ob- 
servers, our personal representatives, in every 
part of the earth. When we consider that this 
service is being delivered at a cost of some 
three cents a day to us it is the “world’s 
greatest bargain.” 


And out of this, too, is coming a new and 
great literature, for many of these news dis- 
patches are masterpieces in the fine art of 
letters. Their descriptive powers equal and 
frequently excel those in the classic volumes 
of the old masters. Journalism as a public 
service is taking its place of leadership also in 
the arts and sciences, in constructive states- 
manship as guardian of the people’s rights 
and as an educational force. Democracy can 
exist only through public opinion—and this 
can be formulated only through a free press. 


Allow me, as an historian maintaining a 
large organization in world-wide research, to 
commend the brilliant observations of your 
correspondent, Ernie Pyle. His keen pene- 
tration into the hearts and souls of the com- 
mon soldier has never been surpassed. The 
simplicity and humanity of Pyle should be 
studied by all aspiring authors and makers 
of books. His epic word-pictures of soldier 
life and soldier reactions in the face of death 
are masterpieces. His simple report, “Capt. 
Waskow’s Men Say Goodbye,” is a literary 
gem. Pyle presents the epic courage, the dig- 
nity and grandeur of our boys giving their 
lives to preserve human freedom, with the 
master-strokes of a great artist. /t is in 
journalism today that we find some of the 
rarest jewels in world literature. 


(... Italics are ours) 


£ T. Miller, Director 
‘ of Research, His- 


Reprint of a letter 
to the Editor of 
The New York 
World-Telegram 
—by Dr. Francis 


torical Foundations 
of World War II 


R. FRANCIS T. MILLER, Director of Research, 
Historical Foundations of World War II, is at 
present conducting exhaustive world-wide research 
into the records of World War II. Some 200 authori- 


the Foundations. 


ties representing many nations are co-operating with 


This is the third war in which Dr. Miller has acted 
as an unofficial Historian-General, producing the 
semi-centennial memorial ‘Photographic History of 
the Civil War,” preserving the famous Brady-Gardner 


war negatives in ten volumes, organizing the first 
contemporary History of World War I with a large 


board of Historians and Military Authorities. 


Dr. Miller states that “Invariably in our investiga- 
tions into official sources we find Governments fre- 
quently advise us that the most authentic and com- 
prehensive records are in the dispatches from the 
battle fronts in our newspapers. Never before has 


there been such complete coverage by the press.” 


‘ NEW YORK . World-Telegram 
CABVELAND .. 2 ec cece Press 
PITTSBURGH ... ss ee Press 
SAN FRANCISCO ..... News 
INDIANAPOLIS ...... Times 
COLUMBUS .....46-s Citizen 
CINCINNATI ... ss ee Post 
KENTUCKY ....2 26s Post 

Covington edition, Cincinnati Post 
KNOXVILLE . . . . News-Sentine! 


SCRIPPS-HOWARD 
NEWSPAPERS 


‘ Rocky Mt. News 
pool wre. Post 
MEMPHIS . Commercial Appea! 
ee Press-Scimitar 
WASHINGTON. ...... News 
EVANSVILLE... 2... Press 
ee Press 
FORT WORTH. . o « « « Press 
ALBUQUERQUE ..... Tribune 
F Pevere Herald-Post 
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Advertising Age, April 24, 1944 


Alex Struthers, sales and adver. 
tising manager of the Coca-Cola 
Bottling Company of San Ber. 
nardino and 
Riverside, Cal., 
has been ap- 
pointed a lieu- 
tenant (jg) 
with the naval 
reserve and or- 
dered to report 
to Tucson, Ariz., 
May 15 for ac- 
tive duty. 

Lt. Struthers 
was formerly a 
co - partner and 
manager of the 
outdoor advertising department of 
Struthers Brothers, San Bernar- 
dino. He has been affiliated with 
the Coca-Cola company since 
Struthers Brothers sold its outdoor 
advertising business to Pacific 
Outdoor Advertising Company, 
Los Angeles. 

Gordon L. Early, formerly as- 
sociated with his father, Dwight 
H. Early, Chicago publishers’ rep- 
resentative, has joined the Army 
and left for Ft. Custer, Mich., for 
basic training. 

Ensign Kevin B. Sweeney, for- 
merly sales promotion manager 
and assistant to Don E. Gilman, 
vice-president in charge of the 
Blue Network’s western division, 
has completed his officers’ training 
at the naval reserve school at 
Tucson, Ariz. 

Harper Gault, advertising man- 
ager of the Herald, Rock Hill, 
S. C., has joined the Navy and will 
take radio technician training at 
the Great Lakes Naval Training 
Station. 

Richard C. Lockwood, an art di- 
rector with Arthur Kudner, Inc., 
New York, has been accepted as a 
lieutenant (jg) in the naval re- 
serve and has reported to the Navy 
Department in Washington, D. C. 
for assignment. 

H. A. Donderi, art director of 
the U. S. Rubber Company, New 
York, has been granted a leave of 
absence to go on active duty in the 
office of Director of Publications 
in Washington, D. C., as a lieuten- 
ant (jg) in the naval reserve. 

Frank E. Drachman, advertising 
manager of the Tucson Star and 
Citizen, is leaving shortly for serv- 
ice in the Navy, Uncle Sam having 
approved his enlistment several 
weeks ago. His brother, Roy P. 
Drachman, general manager of the 
Tucson Sunshine Climate Club, 
left for Army service several 
months ago, and has reported that 
he enjoys the military life. 


Moves Boston Office 


McCann-Erickson, Boston, has 
moved to its new office at 235-236 
Park Square building, 31 St. James 
Ave. Watson M. Gordon, vice- 
president, has been named. to 
manage the Boston office. 


Lt. Alex Struthers 
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Grow along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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AM ACHESON’S fine book, “35,000 
Days in Texas”—the biography of 
The Dallas News—told of the develop- 
ment of the Lone Star State and its No. 1 
business area .. . from early beginnings 
... from frontier to metropolis through 
horse-back and stage coach days... 
horse and buggy days... railroad, motor - 
car and airline days. 


OT IN all the colorful panorama have there been days of develop- 
ment and growth such as these 900 days since Pearl Harbor... 
these days of war-time activity, of industrial transformation, of 

cold, hard billions poured into plant after plant, project after project 
literally crashing open the door of a new commercial and industrial era 
for this region. 


Air craft plants... pipe lines .. . iron and steel mills . . . synthetic rub- 
ber plants... paper mills... glass works . . . steadily the list is growing. 
Southwestward the tide of industrial empire is making its way. 


Great news for today’s and tomorrow’s Dallas News advertisers. 


Sell the Readers of The Dallas News 
And You Have Sold the Dallas Market 


4, 19 — 
, 44 7. 
e ae 

ag - oe ee 5 ae ghee 
adver. * | - Pa 
ca-Cola ¥ 7 oe 

1 Ber- i % “een 

nt — 
o ca ee 7 "hie ee ¢ : | _ 

PS ” ri ae sh a Hier ears, he — a - 

‘ a : co Oe lene mee es By ° ca 
That Fave q 
rs. ; cali i Poses saree ; ale aa a 
— Qutmarc pip r 
* ey pi " ' 4 . ad an 7 
ee ee og i! ne he a: 7 a al 
: ; : ; é E a . . ; : a . 
The Freceding 
. ee + ] ‘ : oe ’ . 
oa a 
ae Buia Sg . 

; Man- ee aii , 7" . 

c Hill, C—O lL = 

nd will 2 ie ee 

ling at iia. bgt ee ae ht 5a wee eo ae is =° = i ee ae “ cia : 
raining ; ae 
oxtail ii ie PEE oe RRO hat ec LE, df Qe 3 nies 

r, Inc., io 

sd asa ae 

yal re- oe 

e Navy : ; se 

BG ies 

‘tor of i i, 

r, New . 

ave of ae. 

‘in the ae 

cations a 

euten- 

Ee 
ae 
ey 
Lo) oe 
it 
a 

1, has . a 1 

35-236 —_— 

James oe an 
vice- FY 8 

ed to , 

0 ; c 

i— ee " 

and . 

cog. 

n UP: 

BN : 

= 

7 ; 

TAT / Eas 
a) a 
te 

: ‘ 

. i , —_ ‘ . } 4 o +" oe ef - 2 a — fa w er alt 
Affiliates: Radio Stations | John B. Woodward, Inc. | 
BO i be calli k 4 a A Or WU f r National Representati “et 

}ROUP ie 
tie a ee ~ Sage = wae eee as c,h ee es . : t- tie: 

r # ty : ad ne Tse met| a SG eh ess eee Py ES ae ste nee 2 ey oe ec: ‘ A Bae ster oe eee ee 


Says Dale Nichols Would 

. a . 

Like ‘44 Art Exhibit 

To the Editor: Re your editorial 
concerning advertising art in Chi- 
cago and Dale Nichols’ letter on 
the same subject, may I call atten- 
tion to the Exhibition of Adver- 
tising Art, sponsored by the Art 
Directors Club of Chicago, now 
being held at the Art Institute of 
Chicago. 

I believe even Mr. Nichols would 
find the present exhibition coming, 
in a good many respects, some- 
where close to the ideal for which 
he so articulately strives. True, 
some of the stuff may be “old hat” 
as he says, just as so many of the 
really good, the really effective, 
the really (if Mr. Nichols insists) 
beautiful things are “old hat.” Ad- 
vertising will always have a place 
for “old hat” art of this kind. 
Nevertheless, to supply the esthetic 
values which Mr. Nichols cham- 
pions, there are in the art exhibi- 
tion at the Institute a good many 
individual pieces which will rate 
as “advanced” both from a stand- 
point of pure art as well as from 
the strictly utilitarian standpoint. 

For the first time in many years, 
advertising art directors and artists 
are today enabled to invade the 
fields of thought and illusion. In 
this respect, the shortage of certain 
types of consumer goods has been 
a blessing for advertising art, for 
without the pressure of having to 
show a ring of bologna or an alarm 
clock or a lawn mower, the job 
of combining a purely institutional 
appeal with a patriotic sub-theme 
lends itself more readily to the ap- 
plication of the type of art Mr. 
Nichols would like to see used in 
advertising. In this respect, at 
least, the work shown in the Chi- 
cago exhibition is of a higher 
grade than has been produced in 
this area in the last 10 years. 


Orto F. List, 
Editorial Relations, Chicago. 
- + 


Sunny Jim Carries On 

To the Editor: Your front page 
story on the return of “Phoebe 
Snow,” famous advertising charac- 
ter of the “turn of the century” 
period, to the advertising of the 
Lackawanna Railroad, contains a 
reference to another famous char- 
acter of those times, “Slim Jim” 
(sic), who, for Force wheat flakes, 
became a national character al- 
most over night. 

But please tell your copy reader 
that “Slim Jim’s” name was Jim 
Dumps, who was transformed into 
Sunny Jim by eating Force, the 
first nationally popular flaked 
cereal. 

Sunny Jim preceded Phoebe by 
a couple of years. He was a na- 
tional sensation. Force sales mush- 
roomed under the plunging meth- 
ods of Edward Elsworth. 

The Sunny Jim campaign has 
been widely discussed in print— 
among others, by Ernest Elmo 
Calkins, who wrote genial jingles 
for both Phoebe Snow and Sunny 
Jim, and you'll find the story in 
the late Frank Presbrey’s “The 
History and Development of Ad- 
vertising” (New York, 1929). 

Today Force is actively promoted 
by the successor company, Best 
Foods, Inc., using modern adver- 
tising techniques. But the fame of 
Sunny Jim is perpetuated on the 
package front where Sunny Jim 
still strides forward toward a 
sunny future, illustrating the ener- 
gizing effects of breakfasting on 
Force. 

GERALD CARSON, 

Benton & Bowles, New York. 
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Toledo Shows Gain 


To the Editor: Toledo has re- 
ceived considerable publicity to 
the effect that we have lost popu- 
lation on the basis of registrations 
for Ration Book No. 2. 

However, the registrations for 
Ration Book No. 4 show that such 
is not the case. 

Instead of a loss of some 19,000 
we show a gain of more than 8,000 
in civilian population. 

The Department of Commerce 
bulletin estimating civilian popu- 


This department is a reader’s forum. Letters are welcome. 


lation by counties of March 1, 
1944, gave metropolitan Toledo 
(Lucas County) a population of 
324,657 on that date compared with 
344,333 in April 1, 1940. 

In contrast, the OPA figures 
show that 352,896 No. 4 ration 
books were registered in metro- 
politan Toledo as of April 1, 1944, 
a gain of 8,563 over the 1940 census 


population. 
H. C. ALDRIDGE, 
National Advertising Manager, 
Toledo Blade, Toledo, O. 
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Suggests Transposition 

To the Editor: I agree with 
your advertising director that Ap- 
VERTISING AGE is well read and that 
small space copy does register. 

However, if I. A. Simpson of 
Theis & Simpson Company will 
transpose his illustration with that 
of the Station WCPO advertise- 
ment (as illustrated in this col- 
umn in the March 27, AA). I’m 
sure he will make his layout a 
photo finish for first place. No 
caption changes will be required. 

Prc. DAN GATTONI, 

1010 T.E.F.T.S., Flight No. 2, 

U. S. Army Air Field, La 

Junta, Col. 
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Tribute to Barman 


To the Editor: Enclosed is proof 
of a very unusual beer advertise- 
ment published by our client, 
Jacob Hornung Brewing Company, 
in the Philadelphia newspapers. 


Everybody's Friend 


There's a man who is deserving 
of a hearty round of cheers. 
He's the man behind the bar, friends, 
he's the man who draws your beers. 
No matter how he’s feeling, 
or what troubles he has gut, 
He welcomes every patron . 
with a smile that helps a lot. 
He listens to the stones 
folks come to him to teil— 
He's sorry when they're worried; 
glad when things are going well 
He's a Business Man, a Diplomat, 
an Expert, and a Host— 
But over and above all, here is why 
we praise him most: 
In this world where Friends are needed. 
everybody can depend 
On this square and fair good fellow, 
who is Everybody's Friend. 


4 Trebute to Barenem + He jut torneny Brewing Ge 
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HORNUNG BEER 


jreat and Grand Beer vance Grear Groat Great Grandfathers Day 


We believe this is the first time 
in the history of advertising that 
the great American friend, “The 
Bartender,” has been so honored, 
and his truly great humanitarian 
work fully recognized, and we 
thought you might want to repro- 
duce this advertisement. 
I. W. CLEMENTS, 
The Clements Company, Phila- 
delphia. 
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Cooperatives Hit by 
Tax Equality Group 

To the Editor: In your issue of 
March 27 you have a lead story 
on cooperative plans for an inter- 
national trade group. In fairness 
to the business and advertising 
men representing private enter- 
prise, it seems to me only proper 
that the situation which is bring- 
ing about the phenomenal growth 
of the cooperatives should have 
equal attention in your publica- 
tion. 

Strangely enough, most business 
men and most advertising men 
have little or no conception of the 
fact that this rapidly growing co- 
operative competition is exempt 
from all federal income taxation 
and that while independent busi- 
ness is paying up to 80% of its 
profits in taxes, the cooperatives 
are plowing their profits back into 
capital structure and at a startling 
and abnormal rate. So long as the 
tax rate was comparatively low, 
the competitive situation was not 
alarming, but as Gov. A. G. Black 
of the Farm Credit Administration 
says, “When taxes are absorbing a 
large part of the earnings of pri- 
vate enterprise, the cooperative 
form of business really provides an 
enormous advantage.” 

The tax exemption is only one 


of many special privileges that 
Congress and government depart- 
ments in Washington have granted 
to the cooperative form of organi- 
zation over a period of about 25 
years. For the cooperatives, gov- 
ernment loans are available on 
highly preferential terms. They 
are exempt from the operation of 
laws prohibiting monopolies, re- 
bates and discounts. They are 
promoted by great quantities of 
government propaganda. 

The result is that super cooper- 
atives of the kind that have been 
organized in the past ten years are 
becoming what Vice - President 
Wallace has called big business. 
They say, of course, that they do 
not make profits, but only savings 
for their members. However, it is 
quite impossible for a business 
man to distinguish any difference 
between the profit dollar of the 
private enterprise and the savings 
dollar of cooperatives, both made 


by the same process of buying and 
selling goods and services. 
Leaders of the cooperative 
movement talk of the coming co- 
operative commonwealth when 
private enterprise apparently will 
be liquidated, when people will do 
business with one another and no 
business will be taxed. Mr. Wal- 
lace has hoped in print that this 
cooperative commonwealth would 
be accomplished by a _ bloodless 
revolution. I notice that your ar- 
ticle says “cooperatives are firm 
believers in the efficacy of adver- 
tising.” Have you ever read any 
of the statements made by coop- 
erative leaders on the subject of 
advertising, that it is waste and 
humbug and will be abolished 
along with salesmen as soon as the 
cooperatives achieve the control 
of business they are now seeking. 
The National Tax Equality Asso- 
ciation has been established to 
study and report on all manner of 
tax inequalities—national, state 
and local. To our own surprise 
we are finding more examples of 
tax evasion than any one ever 
suspected, but among them all 
there is no other situation quite 
so serious in its effect on the future 
of private enterprise as this rapid 


HUDCPTING Age, AT 7 
growth of the cooperatives and 
government - owned corporations, 
The National Tax Equality Asso. 
ciation is not fighting the cooper. 
atives but it is against the system 
of favoritism and special privilege 
that is giving these two forms of 
business what amounts to a power 
of life and death over independent 
business. Through collaborating 
organizations we now represent 
more than a million big and little 
business men. 

No one knows exactly how much 
tax money is being lost by the 
various inequalities which are now 
on the statute books, but it is 
estimated the sum is well over 
one billion dollars. At a time when 
the government is seeking by 
every means to raise money to pay 
for war, it is especially unfair that 
certain segments of the economic 
life of the nation should be ex- 
empt. This nation was founded 
on the principle of equal justice 
under the law for all. We ask 
only that there be equal justice 
in taxation. 


Lorinc A. SCHULER, 
General Manager, National 
Tax Equality Association, Chi- 
cago. 


EFORE the quitting bell rings in Detroit war plants tonight 
another $30,744,000 worth of war materials will have 
rolled off the production lines! And, some 600,000 workers in 


these plants will have earned another $5,897,690! 


An exceptional day? Not at all. In fact it is an average for 
every workday in 1943, and increases have been reported in 


many Detroit plants thus far in 1944. 


That’s how Detroiters are working for victory. They’re saving 
for postwar prosperity, too. . 


will be ready and able to buy. 


In this great market The Detroit News, by itself, reaches 
63.8% of all city zone homes taking any newspaper regularly. 
Whether you have tangible merchandise to sell, or merely a 
good name to uphold until the war is over, your story should 
be told in Detroit, and in The News, now. Space is limited by 
the shortage of newsprint but representation on a modest 


scale is available. 


The Detroit News 


A.B.C. Weekday Circulation, 387,757 « 


THE HOME NEWSPAPER 


Dan A. Carroll, 110 E. 42nd St., New York 17 
J. E. Lutz, Tribune Tower, Chicago 11 


. building up a bagklog of pur- 
chasing power with bank savings deposits and War Bonds that, 
on a per capita basis, is equaled by few major markets in 
America. When peacetime products are made again, Detroiters 


Sunday Circulation, 471,765 
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Add the stimulating sports articles by top-flight writers 


Herb Graffis and Ralph Cannon, veteran sports writers. 


conduct. the poll. It focuses informed opinion on con- 
troversial ideas, develops new angles in the regulation 


experts’ forum. Poll results are widely quoted by news- 
can’t miss. And sports fans are notably free-spenders on 


and recognition of sports problems. It functions as an 
in every Esquire issue. You get a fan fare recipe that 


papers, leading columnists, sportscasters. 
the good things of life—so our advertisers tell us. 


Mateo, 
= 
= 
a 
rs 
meas 
ww 
= 
bey gE * _ “ . 
f ’ ° weoscrcee x 
bess =) | \ : ° sarees ae 
—\\ @ erececese bo 
aa . 5 sesesee ‘ 
beg os ~~ eer eee sees 
“ape m s22ff 2283 SEE 
ae eee a i? 9) > 2 = ed < 5 a sesecese.t 
. S = = bs < - = «| "a" eo" ees 
* ‘See 2 ie te sets 
4 a = & e 6 3 t ener eee ms 
y a = é . E =| ~ = 2 eee ee’ 
: _ asi 3 ga 5 sretetecs 
2: x | ‘ 7 By & 2& ‘ § 5 S sense a one 
PSHE £882 yy SEE 
gett £22 sere 
<= > 3 e. fx) 8 = @ — ae 
- & "SS wi co w& *e° eer e's 
gets s segs 0 weeetetets 
® a) Cj 5 = s i] Ss a 
ba =} ws) & sf $ =“ 6 me: Pee eee 
Fy E 5 = ra > e*e ees 
£ =) 2 3 = P £ = ) — o ©,°.%s° ee 
owsba. ae 8& SB 4 ototetete® 
° eeeee 
a = = ; g | ¥ EB *e° ene es 
aegaeqg este sreceees 
geveizegig = 2es 
.o a i) ae 
BegEo FE . o & ® *etetetete 
bo = ™ 3 i 2 4 4 3 ~ e it wrererete: 
pai egeasged 5 srececees : 
seta - . S on © *e°e* ees - 
emis © o = = = « S ca fom *e° ee ee Re 
<= . > 2 7 ° = 3 ~ ° ~” *e°e°e ee * 
6iaF 5 & ef th otctetete® | 


eeeee 
eeees 
a = eeeee 
. eeeee 
: eeeee 
a i eeeees 
eeeee 
eeeee 
3 eeeee 
-e eeweeee ee eee ee ee ms 
e@eeeeeaeeeeeeeeeeeeree eee@eeeoeeo eee eee @ 8 Bae 
a, eoecoee eee ee eee ee SCeeeeeeeeeeeeeeaeeseeoeeseeeeeeeeeeeeeeeoeeeeoeoeeeeoeeeeeeoeeeoeeeeaeeeoeeeeeee ee eee eeeeeeee eeeeeeee ee eee ee eee eeeeeeeeee ZS 
eee e ee OCC SSSSSSeSSSSSeSSSSeSSSSHEGCSeeeeeeeeeoeneeveeceveeoeoeaeeeeeveee eevee eeeeeee eee 
ee ce eee ee ee CSCS SSS SSeeSSeesOSeSeeeeeoeeeeteeeeeeneeeeeeaneeveeeeeeeeeee eee eeeeeeeeeeeeeee eeeees 
eeeevee eee ee eeeeeeeeeeeaeeeeeeeeeeeeeeeeeeeeeeeeeee eee es ee 
OO I eeee it 
eeeceee ee eee eee eeeeeeeeeeeeeeeeoeeee ee ee eene@ eee 6 Pe. 
eeeeee ee eee ee ee ee eeeeeeeeeeeeeeeeoeeaeeeeear 8 
eeeeee eee = 
eeeeee te, 
eeeeve eeee ” 
eeeeeee e. eeeeeeeoe eee ee ee eee < 
eeeeee > eoeeeeee eee eee ee 4 
ee e ee eeeeee 7 eeeeeeee eee eee = 
@eeeee eee eee eeeeeee eee eeeee eee eee ee eeeee eee eeeeeeee eee ee ee e 
eeeeee ee eee eee e ee ee eee eeeeeeeo eee eee ee eee e eoeeeeeeeeee eee Ss 
eee ee eee eee eS eeeeeeeeeeeeeeeeoe eee ee eee eoeeeeeeeeeee eee =. 
eeeeeveeveeev eee eee eeeeeeaeeeeeeeeaeeeeeeeeeee . “ese ee eee eee ene ae 
a 
ney 


5% 
Vay 
Dd sm 

>> E 
Aes be 


| power 
endent 
orating 
present 
d little 
Vv much 
by the 
re now 

t is 
il over 
e when 


be ex- 


onomic 


’ rit 
e a iat : 
- a 
a ee ; 
i ti a 
1 n 
C in d . 
0 n 
12) SS S. : 
p oO ie ‘7 
e - 
r 
Ay s ¢ 
n ace : is i ‘s 
g aise — 
t : ; | 
i fs) D oe 
2m ee “a i 
pay . ee re % 
— © ee =) Be 
a ~ ee ; + 
) t P= . 
. ee * 
oom ; ." ee 2 
4 “ ee ay : 
e re . ee 
ir ; Se 2 
poe : 3 | 
: * ee : 
ER 1c . ee 
1 7 e ’ * a i 
Cet. ° a re 
“M 2 a 
ao me Se 
2” pees 
eo” Sas an a 
of Sas : 
: ? iis & 
2 iis * a 
B Src = ais 5 
a , ; - ee =e * . 
= ~ een v oes. , me 
‘ ms on ag 
3 : a * : 
oe 
| 
- * 
ro + at Bes 
™ oe ee at % 
7 * * er 
“a a spe 
ae y eo” eal eg 
* * = a ae 
*." _ 
r 4 Le z 
\ sh 5 Se ia 
a “ i 
: a ee: 5 
: ie ‘ 
F ae : < 
es - ss 
, Se is 
ee < ; 
oe ; oe ? 
; ee he ie 
| Se foi 
‘ Se i Sai 
a soe ro roee 
; | ee 2 
‘’ ee 
| Soe * 
ee ; 
So | 
| See ; 
4 soe ° 
Se 
: ae 
: ee 
: ee 4 ; 
ee 
see ine 
so Sh 
: ae - 5 
ee é 
oe” i i: 
". eS 
| x - 
p *. 
*. aa 
. o 
. _ : : 
*. 
*. _ Bs 
*. _ =e 
.° _ = 
_ ; 
*. _ 
*. | : 
’ 3 Pies 
' fh, : 
_ _ ee 
_ ‘ 
ee 
ie 
| vy ee = ‘ 
_ . 3 rs < 
_ ia a ‘ 
_ : ree 4 
_ Se 4 is = 
.. . ec 4 
4 . : 2 
) _ a & 
; —) yp ~ 
_ a = 
_ 2 a a 
— - 
—— 
_ 
\ _ 
eo 
i. ; 
_ 
_ 
_ 
ae 7 
| 
_ 
_ , 
_ 4 
_ 2 
, a ey 
ae a 
. aoe r 
: a ow 
a = 
2 be d 
2 ca 
2 . J 
ee” 
- — a 
" ; 
ce 
, : 
Be oe 
3 ' ! 
! 
‘ _ : 
aa 
ii j 
4 
4 _ 
j Lf 
S “ 
. nate 3 
*. ie ei e. 
*. St : a 
*. Kes Ren 
*. ess bg = 
pi ne | 
Bes ae A 
ps ee se — 2 
ee ia ; 
, ee — 
oe bp 
: nai 
°. a we 
*. ‘ ’ 
sete ‘ y 
siete _ et 
Ba _ "ae ' 
a _ : iS 
ae oo a i 
ae * 
. - ae : 
on a i 
= al 
_— ry 
_ : 3 . 
"4 . 
7 7 
_ : 
: 
: 
7 
cs ay 
; ce? 7 
me oy 
“idl 
a ‘ 
; a 
: 
; 
oe 7 
<) * 
s j 
: . 
. io 
: iF a 
aa si 
: : “i 
e 7 
‘ 
i 
= 
‘ aa 
= * 
sg 
; 
is 
7 
a 
5, 
i oe be 
; 1 ie 
es a“ _ 
i ie, 
: ey 
~ 
i 
- 
" ie 
f ' 
sess — ; 
) , 
Soe a om ee 
RB 4 
Sa a i 
Sa : 
ee H 
Sa 3 - : 
Sas ie - 
Sees aa ; 
see : 
_ : 
_ + 
_ a s 
¢ 
- 5 - : 
7 i = z 
¥ ee 4 3 
Psi : oe re ‘ 
ss se - % 
= Bes = ‘ 
A arse ' : 
*o : 
r os ' 
©, >. 
“o z 
of " 


a he 88 8 eer 


World's Largest 
Pin-Up Girl for 
‘Mexican Hayride’ 


(Picture on Page 67) 

New York, April 18.—Towering 
above the milling crowds of curi- 
ous, neck-craning sightseers in 
Times Square, a gargantuan full- 
color reproduction of June Havoc, 
typical Varga girl, reclines lan- 
guorously, dressed in  toreador 
fashion, to attract pleasure-seekers 


to Michael Todd’s_ production, 
“Mexican Hayride.” Claimed to 
be the largest outdoor sign in the 
world, its over-all dimensions are 
157 feet long and 30 feet high, 
covering an entire city block. 
Due to its extraordinary size, 
the painting had to be done on 22 
separate panels which were later 
pieced together, similar to a jig- 
saw pattern. Each panel, repre- 
senting a specific part of June’s 
beautiful anatomy, was reproduced 
in detail from an original Varga 
sketch in the studios of Artkraft- 
Strauss, Inc., sign painters. In- 


cluding Varga’s fee for the original 
sketch, total cost of the sign was 
$11,000. 

Miss Havoc’s body measures 124 
feet from tip of her toe to the top 
of her head; each dainty little foot 
measures nine feet and her head is 
16 feet wide. Sixty gallons of 
paint were consumed for the en- 
tire sign. At the extreme left, ap- 
parently breaking through the 
sign, Bobby Clark’s hilarious face 
looks down upon the throngs with 
an expression that might be taken 
for, “Cute—isn’t she?” 

Mr. Todd was struck with the 


idea for the gigantic pin-up girl 
painting when he first acquired 
the Winter Garden for his musical 
production “Mexican Hayride” and 
decided to take full advantage of 
the poster space which is included 
in the rental of the theater. 


Cobb, DeNero Join K&E 


Humphrey Cobb, formerly with 
the OWI, has joined the copy staff 
of Kenyon & Eckhardt, New York. 
John DeNero, formerly with Foote, 
Cone & Belding for the past six 
years, has joined the agency’s art 
department. 


KX" 1S THE PO 


SS 


In Los Angeles, past and present facts dove- 


tail into a postwar pattern of such unusual 


clarity that “X” becomes the symbol of a great 


peacetime potential which may well make this 


the nation’s first market within the next few 


decades. 


For example, in the fifty years between 


1890 and 1940 Los Angeles County registered 


a gain of 2645% in population—an average of 


more than 52% annually! 
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WAR FACTOR 


This proven ability to absorb and sustain 


tremendous population increases indicates that 


the wartime gain of 21.6% is no more than a 


continuation of this area’s fifty year pace. 


Present or postwar plans to cover this third 


greatest of American markets logically begin 


with advertising in the Herald-Express. For 


years the West’s preferred daily newspaper, it 


is today the choice of more than 300,000 


reader families. 


LOS ANGELES 


EVENING 


Morald Loprene 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


REPRESENTED 


NATIONALLY 


BY 


PAUL BLOCK AN 


D ASSOCIATES 


N. Y. Industrial 
Advertisers Elect 


Bernard Dolan 


New York, April 18.— Bernard 
Dolan, sales promotion manager 
of Peter A. Frasse & Co., steel dis- 
tributor, was elected president of 
the Industrial Advertisers Associa. 
tion of New 
York at its an- 
nual meeting 
last night. He 
succeeds Gor- 
don Tuthill, 
advertising 
Manager of 


Crucible Steel 
Company of 
America. Mr. 


Dolan is amem- 
ber of the War 
Advertising 
Council and 
chairman of the WPB tool con- 
servation campaign. 

John E. Wiley, chairman of the 
board of Fuller & Smith & Ross, 
was named first vice-president; 
Alfred M. Street, publicity man- 
ager of Jenkins Bros., second vice- 
president, and Carlton K. Matson 
of Dodge & Matson, public rela- 
tions, secretary and treasurer. Mr. 
Tuthill and Schuyler Hopper of 
Schuyler Hopper Company, adver- 
tising agency, were elected active 
directors, and Jack Dillon of News- 
week and Allan Rood, McGraw- 
Hill Publishing Company, associ- 
ate directors. 

Robert R. Nathan, former chair- 
man of the WPB’s planning com- 
mittee, told the meeting that the 
government can adopt “proper 
measures—to maintain a continu- 
ous flow of buying power. Tcotal 
demand for goods and services is 
the key to prosperity and jobs. 
That means that total spending is 
the key to prosperity. Continuity 
of private spending by individuals 
and business is a prerequiste to 
good times. If private spending 


Bernard Dolan 


and private jobs are not forthcom- | 


ing, government spending, govern- 
ment jobs, will take their place.” 


This, however, Mr. Nathan ad- | 


ded, “should not be necessary.” 
He pointed out that incentive tax- 
ation can stimulate business ex- 


pansion and industrial moderniza- © 
tion. Progressive taxation can lift © 


burdens off consumer buying and 
still not curtail prospects for profit, 
he said. 

“Governmental assistance in 
financing and stabilizing foreign 
trade can both stimulate American 
economic activity and help in re- 
lief and rehabilitation of other 
nations,” he declared. 


‘McCall's’ Promotes Two 


Camille Davied, for the past 10 
years homemaking editor of Mc- 
Call’s, has been named executive 
editor of the publication. Ellen 
Hess, for the past two years direc- 
tor of the Washington bureau of 
McCall’s, has been appointed man- 
aging editor of the magazine. 
Henry Dreyfuss, for the past 12 
years art director of McCall’s, has 
resigned. 


JACKSON © 
MIUESSISSIPPI 


GROW MORE 
IN "44 
Mississippi, one of the nation's 
greatest agricultural states had 
a farm income in 1943 that 
topped its record 1942 income 
of $322,857,000. Mississippi 
farmers will again break pro- 

duction records in ‘44. 


WSLI offers you effective cov- 
erage—at less cost—of Jack- 
son—the capital of agricultural 
Mississippi. 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 
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«| Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women believe in! = 


Women are always making men sit up and take notice. No 
exception to this masculine electrification program is recent 
Ladies’ Home Journal newsstand performance. Without 
reduction in Journal newsstand quotas, women have stripped 
stands of Journals in record time, causing month after month 
reports of less than 1% returns. 


oe"JOURNAL |~ 


Largest audited circulation of ANY magazine 
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eee eee | Father and Son’ 
-— COMPL y COVERS Wi p Dru Business 
Ts a Marks 150th Year ag ag Nl mg ys 


: F ;.|den, Lederle—men who raised 
& cn a — DA ag chemistry out of the charlatan 


ica, marking the 150th anniversary | "€2!m of alchemy. 
of the entry of the Schieffelin Principles Remain Unct 1 


family into the drug business, 
has published an 80-page book,| The part that Schieffelin & Co. 
“150 Years’ Service to American|has played in the history of 
Health.’ American business, the book points 
Recounting the history of one of| out, serves to emphasize the value 
America’s oldest business houses, | of those inherent principles of suc- 
the book points out that the com- cessful business enterprise—qual- 
pany has constantly been in the|ity, integrity, and service, which 
hands of “father and son”—direct|is the company’s motto. 
descendants of the founder, Jacob| The book relates how the com- 
Schieffelin, who in 1794 bought] pany was first to introduce aspirin, 
out his brother-in-law, Effingham] phenacetin, salol and many other 
Lawrence. Started in 1781 by Mr.| synthetic drugs into the American 
Lawrence, the business has a con-| market, and was first to put out 
tinuous history of 163 years in|aspirin in tablet form instead of 
New York City. capsules. It tells how the com- 
The book presents not only} pany was one of the first to bring 
famous personages of historic im-} petroleum into the New York mar- 


portance to the political growth of 
the new nation, but others of equal 
moment in the life and health of 
the nation — the doctors . and 
apothecaries and dealers in drugs 
and medicines. In its pages are 
John Jay and Alexander Hamilton 
and John Jacob Astor and the 
famous Col. eDrake of petroleum 


BALTIMORE — AMERICA'S 
SIXTH SARSEST CITY 


by Fairchild derial Sureeys, Inc. 
~~ 


gh? c Dash ICS : ) 
3 —" 


* PLASTICS will be read by 14000 executives, pui'- 
chasing agents, and engineers in ALL the industries which do, or can, 
use plastics. The specially directed circulation lof this magazine 
selects as its readers those men who design, spedify or buy plastics. 
It reaches out for those with potential buying power. 
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Z $40 Nerth Michigen Avenue, Chicege 11, lilineis 0 Fins, Ba 
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Offices: 


SCHIEFFELIN BROTHERS & Co, 


IMPORTERS AND JOBBERS OF 
Bo ROG Ss, 
Nos. 170 and 172 William Street, (and No. 40 Beckman Street, 


New York. 


Would call the attention of Dealers throughout the United States to their large ong 
well-selected stock of 


Drugs, Medicine, Chenicl, Es, Oi, &, 
pe pay ee wart uatiate yy ~ or Casi APPROVED FA Papen. Prerered to 


Imports from all’ throughout 
woe Aeron stan aie fare fo he percha genta te myth} 
em = |DUCEM to purchasers, whether buy’ ing by the the package or lew. 
ean’ 
. Ie adiion te their stock of STAPLE DRUGS AND CHEMICALS, » full gs. 
sortment 


CORES, WEDHYOOD POMEL, PROSCRTION SALE MORTARS 
PERCOLATORS, PILL MACHINES, 

Sate ee ees Ge eaten & 0 Ong Gime, ot Get one tage, 
se"jiavingvetly waded to thle etablshment x deparonent devoted encau rey 
™ $ancy Goods, Berfmery, Canis, Brass, md Braggiss’ Sundries, 

received direct from the manstestasess stoned on6 of heme, Gay ese te 0 patties tp 

Ger goods of this class ou very favorable terms. 

SOLE IMPORTERS AND AGENTS for the United States for 

BERANGER'S FRENCH BALANCES, 


wtih eg0 00 grnenity thats bp tn Go math comet Gort pred! 
cany's Scaues that are made. Also, Wholesale Agents for the Wetted Naame we 


SWAIM’S PANACEA AND VERMIFUGE. 


INDIGO.— mot Manilla, Carsccas, and all 


other hinds; » very large stock, 
PAT UT 
quantity, in 


and for sale 
qualita. consanaly 00 Nand, by the package or lass 
Sohieficlin Bre’s & Co., N.Y. 


WAY BACK WHEN—Schieffelin & Co., 
veteran drug house, was already 66 


years old when it ran this ad back in 
1860 to promote its stock. 


ket after the first oil well had been 
drilled at Titusville in 1859, with 
Col. Drake, driller of the first well, 
serving as "agent for Schieffelin in 
buying Pennsylvania oil. 

Supporting the fight for the 
Food and Drug Act, Schieffelin 
recalls it was the first company 
to file proofs for purity and re- 
ceived Guaranty No. 1 when the 
bill went into effect more than 35 
years ago. 


Wins Medal Awards 


A few decades ago the company 
revolutionized the manufacture of 
standard drugs in pill form by the 
invention of new machinery, and 
gold medals were awarded to its 
products in many countries. In 
recent years the Schieffelin labo- 
ratories have been noted for their 
manufacture of glandular prod- 
ucts. Its research laboratory, 
formed in 1935 to explore the field 
of synthetic drugs, has evolved a 
number of new drugs that are now 
prescribed by physicians. 

“The amazing fact,” says the 
company history, “is that the 
enterprise remains in 1944, as in 
1794, precisely the same in its 
conception and execution of fun- 
damental duty, i.e., of providing 
quick, inexpensive, effective and 
ethical channels of distribution 
from the research laboratory and 
the producer of drugs and medi- 
cines to the retail seller and the 
ultimate consumer-patient. Schief- 
felin today, as in 1794, is both a 
middleman or distributor, and a 
manufacturer—a wholesale drug- 
gist distributing the output of all 
standard manufacturers and a 
manufacturer on its own account.” 

W. J. Schieffelin Jr., sixth gen- 
eration in direct descent from the 
founder, has been president of the 
company since 1922. His father, 
Dr. William Jay Schieffelin, for 
many years chairman of the Citi- 
zens Union, retired as board chair- 
man in 1929. 


Lyle Gets Ad Post 


Ernest D. Lyle, formerly a pub- 
lishers’ representative in Toronto, 
has been named advertising man- 
ager of the Guide, Port Hope, Ont. 


is one of many industries that 
make Buffalo a sound market 
for present and post-war sales. 
It leads the world’s cities in flour 
milling with over 12,126,000 
barrels produced in 1943. 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 
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@® wes BOOKS . . . ot- 
tends lectures . . . the man 
you associate with quizz 

programsand a high’'I.Q.” 

(intelligence quotient). 


@ ues MACHINES ... 
has a knack for mechanics 
and mathematics. His is a 
scientific quotient . . . an 


“$.Q." form of an “1.Q.” 


® LIKES PEOPLE ...isa 
te good executive, distin- 
guished for personality 
and ability to get along 
with others. 


1 pub- 
pronto, 

man- 
2, Ont. 
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A Psychologist lauites You ro... 


Consider 


“This war has turned the spoi-light on men’s 
talents, bents, aptitudes as the first World War 
never did. 


“In the other war, selectees were given mental 
tests, but mostly for general intelligence. That 
was when the now familiar term intelligence 
quotient, the “1.Q.”, became popular. 


“In today’s mechanized war, it’s scientific-me- 
chanical aptitudes that are needed. For this 
reason, a great many tests are for the “’S.Q.” 
rather than “1.Q.” The men with high scientific 
quotient are the men who make things work! 


“This fact has significance for every one, 
especially for those who sell mechanical goods 


to people.” 
—Dr. Henry C. Link 


We at POPULAR SCIENCE Monthly 
have had long acquaintance with the 
“S.Q.’s”"—the mechanically-inquisitive 
men whose one burning desire is to 
know how things are done. 


For more than seventy years, POPU- 
LAR SCIENCE has served a growing 
army of such men. Today it numbers 
more than 700,000 . . . an active, re- 
sponsive audience held together by 
one of the most versatile, vitally-alive 
editorial jobs in all magazine publish- 
ing history. 

WHO ARE THESE MEN? 

Some are presidents of industrial com- 
panies. Some are mechanics, builders, 
engineers, electric welders. Some are 
“big names”—the men you think of 


as directing America’s stupendous wat 
production program. Others are 
“comers’”—on the way up. All have 
this one common interest—a desire to 
learn HOW things are made, what 
makes them work. 


It is this desire that makes them an 
important group from the standpoint 
of the advertiser. 


For these men are the pacemakers... 
they are the producers of new things 
... Weapons today . . . radios, auto- 
mobiles, washing machines, electronic 
wonders tomorrow. 


Likewise, they are the first to buy new 
devices. Surveys prove POPULAR 
SCIENCE families rank considerably 
higher than others in the ownership 
of all kinds of mechanical appliances. 


SAMPLE THEM FIRST 

Here are'the first people for you to 
“sample” with that new product. They 
are a sales army . . . over 700,000 
strong. With their enthusiasm for the 
new, they can act as a “spearhead” of 
influence to win customers for you 
among their neighbors and friends. 


You can reach this priceless group .. . 
at extremely reasonable costs . . . by 
advertising in the magazine that is 
edited solely for them... POPULAR 
SCIENCE Monthly. 


these Sitti 


DR. HENRY C. LINK is the distinguished psycholo- 
gist (vice president of The Psychological Corporation, 
New York City) whose books “The Rediscovery of 
Man” and “The Return to Religion” have sold over 
half a million copies. 


READING IS A CLUE. 
Here’s another fact for ad- 
vertisers to ponder; What 
men read is to the psycholo- 
gist a clue to their aptitudes. 
Thus, the general magazines 
appeal to the average 
group; the “highbrow” pub- 
lications to the “verbal” 
group. The “S.Q.” or me- 


chanically-inquisitive group look to POPULAR 
SCIENCE Monthly and other magazines in that field 
for the latest developments in science and industry. 
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Campbell Elected 


A. A. Campbell, advertising di- 
rector of the Tribune, Salt Lake 
City, Utah, has been elected presi- 
dent of the Utah-Idaho Advertis- 
ing Association. Charles Glenn, 
advertising director of the States- 
man, Boise, Idaho, and George 
Jacobson, national advertising di- 
rector of the Standard-Examiner, 
Ogden, Utah, were named vice- 
president and secretary, respec- 
tively. 


Fr, 


CAC) Looking For A New Line ? 


i wate teld. tod 
e' ay. us 
you ‘- good Multi-Vitamin or B 
—_ he ~ under your own iabel. We 
cam le a few more good accounts. Write 
for complete information. 


THE GIBSON COMPANY §insx, oY fore 


VITAMINS is the 
Let pack 


Supply Situation 
Eases for Giant 
Cosmetic Industry 


Washington, D. C., April 20.— 
Cosmetic and toilet preparations, a 
$600,000,000-a-year industry, in- 
volving several thousand brand 
names, appears safe from wartime 
troubles resulting from shortages 
of materials, although it will be 
subject to its share of inconveni- 
ence from the general scarcity of 
containers. 

If anything, the prospects for 
this highly competitive merchan- 
dising industry are brighter than 


last year, OWI said yesterday, for 
several of the ingredients which 
were recently under regulations 
are now available in considerable 
quantity. 

While purchasers may have to 
buy larger units of the product in 
order to save containers, lipstick, 
toothpaste, perfume and powder 
manufacturers are all expected to 
reach their 1943 levels of produc- 
tion. 

War has made America more 
beauty conscious, the dollar vol- 
ume of the cosmetic industry re- 


veals. In 1939, Americans paid 
$365,000,000 for cosmetics and 
beauty preparations. The ex- 


penditures climbed to $383,000,000 
in 1940; $421,000,000 in 1941; $503,- 
—_— in 1942 and $594,000,000 in 
1943. 

According to a WPB survey, the 
average woman worker is spend- 
ing $2.37 a month on cosmetics. 


These women used more than 
120,000,000 lipsticks, but the sur- 
veys showed that particularly 
among those over 25, they consid- 
ered face creams and powders 
more vital to their appearance. 
More than two-thirds of the 
lipsticks sold in 1942 were in 10- 
cent sizes, and only a sixth of 
those sold were priced above $1. 
Cosmetic manufacturers, in ad- 
dition to promoting larger unit 
sizes of their products to save con- 
tainers, will use increased quanti- 
ties of plastic containers for com- 
pacts, lipsticks and rouge. Carbon 
steel is also available to lipstick 
manufacturers, who have found 
cardboard cases’ unsatisfactory. 
Talcum, bath and face powders 
will continue to be boxed in paper. 
Glass will be available in quan- 
tities equal to 1943, and wooden 
bowls will be used for shaving 
soaps and a few lipsticks. Ade- 


What’s up your sleeve 
that ought to break soon in 


ELECTRICAL MERCHANDISING 


The dealers you'll have to have—to put over that post- 
war line—are hungry for news! 


They've kept their doors open in the face of wartime 
conditions. They are laying plans now to handle a tre- 
mendous post-war business. 


So, even if your products are still “on paper,” 


tell the 


trade what's up your sleeve. It’s not a bit too early to 


FOR YOUR “ELECTRIC EYE’—some facts and figures 


Circulation of 25,000 covers all types of 
retail outlets which, before the war, sold 
electrical appliances and radio sets in sub- 
These outlets 


stantial volume. 


start talking to these men whose loyalty and support 


you'll need. 


We'll gladly help you and your agency start a program 
of “trade relations.” Don’t underestimate the importance 
of such a program. It is perhaps the one most essential 
step you can take to assure your dealer position in the 


critical post-war period. 


ds 


include tion. 


Utilities, Electrical Specialty Dealers, De- * * 


partment Stores, Furniture and House- 
furnishing Stores, Hardware Stores, Music, 


Sporting Goods, ete. 
a ei’ “@ 


94 advertisers tell their story in the April 
issue. These companies realize the value at 
this time of giving the trade first-hand, au- 
thentic information on the present situation 


and on post-war products. 
a Oe 


In 1943, Electrical Merchandising carried 
436 pages of advertising. This was 177 


A McGRAW-HILL PUBLICATION - 


pages more than the second publication in 
the field. 204 of the 436 pages were exclu- 
sive and not carried by the second publica- 


Out of 118 advertisers using Electrical Mer- 
chandising or the second publication, or 
both, 66 concentrated their advertising in 
Electrical Merchandising. 

* * 


In your planning, make use of Electrical 
Merchandising’s research and market statis- 
tics. Here is a fund of data unduplicated by 
that of any other publication in the elec- 
trical appliance field. The U. S. Government 
and various research and statistical authori- 
ties are accustomed to use this material; its 
dependability is fully accepted. 


330 West 42nd Street, New York 18, N. Y. 
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quate quantities of tinned ang 
aluminum tubes will be permitted, 

As a result of eased situations 
in many of the ingredients many 
manufacturers will be able to re. 
turn to their original formulas, 
Glycerine, for instance, is now 
plentiful, and manufacturers of 
dentifrices should be able to make 
their original, smoother product, 
Since the war, glycerine has beeq 
replaced in many dentifrices by 
glucose, and formulas have beeg 
changed about 25 times, with in. 
vert sugar, propylene glycol and 
other materials substituted for 
glycerine. 

Other products, particularly 
creams and lotions, should benefit 
from the release of glycerine also, 

Another benefactor. from recent 
developments will be lipstick man- 
ufacturers, for castor oil, impor- 
tant to lipsticks and hair prepara- 
tions, has been removed from the 
restricted list. 


Prices Still Prewar Level 


Among the sufferers will be users 
of alcohol types of colognes and 
toilet waters, for the isopyropy] 
alcohols in these products are on 
a monthly allocation basis. Others 
still subject to shortages are pro- 
ducers of fine soaps and cosmetics, 
who are unable to obtain lanolin, 
a refined wool grease, and manu- 
facturers of nail polishes, whose 
product chip and crack easily be- 
cause of a shortage of plasticizers 
and solvents. 

OPA reports that prices of cos- 
metics have been held at their 
prewar levels, but points out that 
a 10% tax is now added to each 
purchase. 


Botsford, Constantine 
Sets Up Client Council 


Senior members of Botsford, 
Constantine & Gardner, Portland 
agency, have set up a six-man 
client council, as a result of the 
agency’s recent annual meeting, 
to consider problems involved in 
wartime and postwar business of 
clients. 

Thirty members of the agency 
organization attended the Portland 
meeting, at which Burton Durkee, 
vice-president in the Portland 
office, expressed the view that 
counsel and marketing information 
may count more heavily than any 
other agency service after the war. 
E. Palmer Hoyt, publisher of the 
Portland Oregonian, addressed the 
agency group. 


Reduce Page Size 

The page size of Click, Official 
Detective and Screen Guide-Star- 
dom has been reduced one-quarter 
of an inch in depth to 135 x 10% 
inches, untrimmed, and 13% x 10% 
trimmed. 


HOT PREMIUM! 


JUST OFF THE PRESS! 


Here’s a timely premium — complete 
story — THE ADVENTURES OF 
BUFFALO BILL—written by William 
F. Cody. Beautiful full color cover— 
128 pages — profusely illustrated — 
actual stills from the new Buffalo Bill 
motion picture. Twentieth Century 
Fox spent over 2 million dollars to 
produce this American spectacle — in 
magnificent Technicolor. Page size, 
5 x 74%. Published to retail for 25¢. 
Can offer quantity lots for 12¢ each. 


Write or wire for sample and full 
particulars. 


BOBLIN SALES COMPANY 
468 Fourth Avenue, New York, N. Y. 
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“ Peeleoscopotherm " 
t Mrs. McGillicuddy 
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Mrs. McGillicuddy, American 
housewife, had heard that the 
Peeleoscopotherm skinned grapes, 


stretched curtains, dried the dishes, and performed any 
number of household chores, like changing the baby. 

But she never really believed it, until she saw the Peeleo- 
scopotherm in action. Saw it with her own eyes, on her 
own television screen! And, of course, seeing is believing. 

When you get ready to “sellevision” to Mrs. McGillicuddy, 


DuMont pioneering in electronic equipment and telecast tech- 


DuMont Television Studios and Telecasting Equipment Division of Allen B. DuMont 
Laboratories, Inc., Station W2XWV, 515 Madison Ave., New York 22, New York. 
General Offices and Plant, 2 Main Avenue, Passaic, New Jersey 


nique will help you get the greatest possible return from 
every dollar you invest. Extensive experiments in commercial 
telecasting have been conducted over DuMont’s W2X WV 
...spadework for your television time-buying dollar! 

The tremendous sales impact of sight-plus-sound over 
the air will soon be working for you. 

And whatever you want to sell to people via television 
screens will sell better because of DuMont. 

(That’s Mrs. McGillicuddy over there at the counter, 
buying her Peeleoscopotherm. Seeing is buying!) 


Copyright Allen B. DuMont Laboratories, Inc., 1944 
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Campbell Elected 


A. A. Campbell, advertising di- 
rector of the Tribune, Salt Lake 
City, Utah, has been elected presi- 
dent of the Utah-Idaho Advertis- 
ing Association. Charles Glenn, 
advertising director of the States- 
man, Boise, Idaho, and George 
Jacobson, national advertising di- 
rector of the Standard-Examiner, 
Ogden, Utah, were named vice- 
president and secretary, respec- 
tively. 


Looking For A New Line ? 


Ose 


~ 


Then we have it. VITAMINS is the 
big profit field today. Let us pack 
you a good Multi-Vitamin or B 
fermula under your own label. We 
cm le a few more good accounts. Write 
today for complete information. 


THE GIBSON COMPANY $2505, S°""fors 


Harlan 2, lowa 


Supply Situation 
Eases for Giant 
Cosmetic Industry 


Washington, D. C., April 20.— 
Cosmetic and toilet preparations, a 
$600,000,000-a-year industry, in- 
volving several thousand brand 
names, appears safe from wartime 
troubles resulting from shortages 
of materials, although it will be 
subject to its share of inconveni- 
ence from the general scarcity of 
containers. 

If anything, the prospects for 
this highly competitive merchan- 


}|dising industry are brighter than 


last year, OWI said yesterday, for 
several of the ingredients which 
were recently under regulations 
are now available in considerable 
quantity. 

While purchasers may have to 
buy larger units of the product in 
order to save containers, lipstick, 
toothpaste, perfume and powder 
manufacturers are all expected to 
reach their 1943 levels of produc- 
tion. 

War has made America more 
beauty conscious, the dollar vol- 
ume of the cosmetic industry re- 
veals. In 1939, Americans paid 
$365,000,000 for cosmetics and 
beauty preparations. The ex- 
penditures climbed to $383,000,000 
in 1940; $421,000,000 in 1941; $503,- 
—" in 1942 and $594,000,000 in 
1943. 

According to a WPB survey, the 
average woman worker is spend- 
ing $2.37 a month on cosmetics. 


These women used more than 
120,000,000 lipsticks, but the sur- 
veys showed that particularly 
among those over 25, they consid- 
ered face creams and powders 
more vital to their appearance. 
More than two-thirds of the 
lipsticks sold in 1942 were in 10- 
cent sizes, and only a sixth of 
those sold were priced above $1. 
Cosmetic manufacturers, in ad- 
dition to promoting larger unit 
sizes of their products to save con- 
tainers, will use increased quanti- 
ties of plastic containers for com- 
pacts, lipsticks and rouge. Carbon 
steel is also available to lipstick 
manufacturers, who have found 
cardboard cases’ unsatisfactory. 
Talcum, bath and face powders 
will continue to be boxed in paper. 
Glass will be available in quan- 
tities equal to 1943, and wooden 
bowls will be used for shaving 
soaps and a few lipsticks. Ade- 


What’s up your sleeve 
that ought to break soon in 


ELECTRICAL MERCHANDISING 


The dealers you'll have to have—to put over that post- 
war line—are hungry for news! 


They've kept their doors open in the face of wartime 
conditions. They are laying plans now to handle a tre- 
mendous post-war business. 


So, even if your products are still “on paper,” tell the 
trade what's up your sleeve. It’s not a bit too early to 


FOR YOUR “ELECTRIC EYE’—some facts and figures 


Circulation of 25,000 covers all types of 
retail outlets which, before the war, sold 
electrical appliances and radio sets in sub- 
These outlets 


stantial volume. 


start talking to these men whose loyalty and support 


you'll need. 


We'll gladly help you and your agency start a program 
of “trade relations.” Don’t underestimate the importance 
of such a program. It is perhaps the one most essential 
step you can take to assure your dealer position in the 


critical post-war period. 


Ah 


include __ tion. 


Utilities, Electrical Specialty Dealers, De- . 6 


partment Stores, Furniture and House- 
furnishing Stores, Hardware Stores, Music, 


Sporting Goods, ete. 
ea 


94 advertisers tell their story in the April 
issue. These companies realize the value at 
this time of giving the trade first-hand, au- 
thentic information on the present situation 
and on post-war products. 


* * 


In 1943, Electrical Merchandising carried 
436 pages of advertising. This was 177 


A McGRAW-HILL PUBLICATION - 


that of any other 


pages more than the second publication in 
the field. 204 of the 436 pages were exclu- 
sive and not carried by the second publica- 


Out of 118 advertisers using Electrical Mer- 
chandising or the second publication, or 
both, 66 concentrated their advertising in 
Electrical Merchandising. 

_ 


In your planning, make use of Electrical 
Merchandising’s research and market statis- 
tics. Here is a fund of data unduplicated by 
ublication in the elec- 
trical appliance field. The U. S. Government 
and various research and statistical authori- 
ties are accustomed to use this material ; its 
dependability is fully accepted. 


330 West 42nd Street, New York 18, N. Y. 
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quate quantities of tinned and 
aluminum tubes will be permitted, 


As a result of eased situations 
in many of the ingredients many 
manufacturers will be able to re. 
turn to their original formulas, 
Glycerine, for instance, is now 
plentiful, and manufacturers of 
dentifrices should be able to make 
their original, smoother product, 
Since the war, glycerine has been 
replaced in many dentifrices by 
glucose, and formulas have been 
changed about 25 times, with in- 
vert sugar, propylene glycol and 
other materials substituted for 
glycerine. 

Other products, particularly 
creams and lotions, should benefit 
from the release of glycerine also, 

Another benefactor. from recent 
developments will be lipstick man- 
ufacturers, for castor oil, impor- 
tant to lipsticks and hair prepara- 
tions, has been removed from the 
restricted list. 


Prices Still Prewar Level 


Among the sufferers will be users 
of alcohol types of colognes and 
toilet waters, for the isopyropyl 
alcohols in these products are on 
a monthly allocation basis. Others 
still subject to shortages are pro- 
ducers of fine soaps and cosmetics, 
who are unable to obtain lanolin, 
a refined wool grease, and manu- 
facturers of nail polishes, whose 
product chip and crack easily be- 
cause of a shortage of plasticizers 
and solvents. 

OPA reports that prices of cos- 
metics have been held at their 
prewar levels, but points out that 
a 10% tax is now added to each 
purchase. 


Botsford, Constantine 
Sets Up Client Council 


Senior members of Botsford, 
Constantine & Gardner, Portland 
agency, have set up a six-man 
client council, as a result of the 
agency’s recent annual meeting, 
to consider problems involved in 
wartime and postwar business of 
clients. 

Thirty members of the agency 
organization attended the Portland 
meeting, at which Burton Durkee, 
vice-president in the Portland 
office, expressed the view that © 
counsel and marketing information — 
may count more heavily than any 
other agency service after the war. 
E. Palmer Hoyt, publisher of the 
Portland Oregonian, addressed the 
agency group. 


Reduce Page Size 

The page size of Click, Official 
Detective and Screen Guide-Star- 
dom has been reduced one-quarter 
of an inch in depth to 13% x 10% 
inches, untrimmed, and 13% x 10% 
trimmed. 


HOT PREMIUM! 


JUST OFF THE PRESS! 


Here’s a timely premium — complete 
story THE ADVENTURES OF 
BUFFALO BILL—vwritten by William 
F. Cody. Beautiful full color cover— 
128 pages — profusely illustrated — 
actual stills from the new Buffalo Bill 
motion picture. Twentieth Century 
Fox spent over 2 million dollars to 
produce this American spectacle — in 
magnificent Technicolor. Page size, 
5 x 74%. Published to retail for 25c. 
Can offer quantity lots for 12¢ each. 


Write or wire for sample and full 
particulars, 


BOBLIN SALES COMPANY 
468 Fourth Avenue, New York, N. Y. 
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Mrs. McGillicuddy, American 
housewife, had heard that the 


Peeleoscopotherm skinned grapes, 
stretched curtains, dried the dishes, and performed any 
number of household chores, like changing the baby. 

But she never really believed it, until she saw the Peeleo- 
scopotherm in action. Saw it with her own eyes, on her 
own television screen! And, of course, seeing is believing. 

When you get ready to “‘sellevision” to Mrs. McGillicuddy, 


DuMont pioneering in electronic equipment and telecast tech- 


DuMont Television Studios and Telecasting Equipment Division of Allen B. DuMont 
Laboratories, Inc., Station W2XWV, 515 Madison Ave., New York 22, New York. 
General Offices and Plant, 2 Main Avenue, Passaic, New Jersey 
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nique will help you get the greatest possible return from 
every dollar you invest. Extensive experiments in commercial 
telecasting have been conducted over DuMont’s W2X WV 
..spadework for your television time-buying dollar! 

The tremendous sales impact of sight-plus-sound over 
the air will soon be working for you. 

And whatever you want to sell to people via television 
screens will sell better because of DuMont. 

(That’s Mrs. McGillicuddy over there at the counter, 
buying her Peeleoscopotherm. Seeing is buying!) 


Copyright Alien B. DuMont Laboratories, inc., 1944 


TELEVISION 
STATION W2XWV_ 


: Lime : oa . . : Ee oa % 4 aS one es a ae a (i, oe ; sae sane : Mae ae ig ye 
cee ad ee d any cS a Bey oe ne) Teena ae So eee ce os ae 
, 420 = ee _ —E xj Pe . 
a “hae 
l z and Pa eae ig i vossence? Doeessetbite ones 2ciS2555505 5335S a SSS EES a . 
serie a a eo —SSSSSSSSSSSaSaBaBDnDnDnNnnnER"DDaSSHHH EH : 
- cae : ie a neem CE EE EEw_wTEEEEEEEEEEE “a ‘ 
lations a a EE gs eee or 
F er a7 ae = aoe: ee ee ee ae as 
many o oe ep aa — a Ee iene ie: —_ Z 5 ~ 
to re- ae eee «CC SS ———___—____~; ie 
me ———— Ry 
mulas : h k hl : a tte 9 se  —————————————————————————————————————————————————————————————————eeeeee— = wiewnee 
, a F : T A r A m fi r a a = q ———————————SBB"BDBBB—FJ ae =e FZ ~ a. F a“ 
rs of _ = eee ee " 4 “ee 
‘oduct. ae = — —. ~ > roe = —— —————— — 
5 ee — ee. - *. ue te we ee * aaa — 
3 been ate = oe Egy ayy 4 
es by ; a ——__ ae = 
ore pifis———— aera “> 7 
» been _ — ON vente 
th j = ee aeeraSe | 
in- = I+3Se soe +! 
1 a eieSeaes ees tt aS ae, ee 
1 and Ee oy ee oe vgante’ , i. 
—— +. "5%. > 35a eT “a Fox 
d for E Ze eT ee oe 7 
ae «6 2 - Ser T a eas an 
a a+ 5 of ae. <i ' ‘tt. one ' = 
ees “ aa er ee. a ; 
ularly . | : es ad i lk [tecursong tate’ eee 
ape ae Pee eS tg eo, 0 a OS. Si ease Fees oe ae 
enefit Re kee ual Kage Pre 68% 419 Ss Oe aa * REE "| a 
e also Poa ie EZ me SoS eC eee +S eee —ae ae ae ee Tie. pee 
° see os aa 4 = ee Se oe Mo SG OL}. ne gene es “a eI PY bee ee” ; - 
recent : ; ——— PE Re aR ARE gc | lo Be hide oo ¥ 
- man ae Sie Peano aot. eee — aes ie Merit 
| ‘ - : De EA PELE EEE: ——— ee eee 
mpor- ey re ome ps ae roo e See55 ee alias s a eceet, Tee. sayy ex 
: on be Ve ° ! aa ee 7s < mpsltia oo Moo ae i ; ts niet 
epara- ee ee _ — * eee Se *, es a a Mb ee 
ee Se eee ee a Le eh TS eae Pe 
m the P ake ai ee eo | ee | af oa hoe ad =a | ge ag cia Besa? ll erhar,? " ela 
SE a ja? }* ve ea. a eas: re ae 
Pe ae) dees . . ere et, % ital Be ep a. a V+ ra eo 
— ee A RS Be 
el ; ears hat os ; ; ag a ; —— ae maak, * a as. a 
CATON fee ; igus | | . 
£ Gg - Pen 3g 4 A OS Pipa. — ey, ee ee RS a e - ig 7 = ” 
> users eee eo hee a 
S and CO oe ge lS eee pa 
i PREP tied LS ee — ee. * ae ie Race nee i 
yropyl ee |e | ! ge SD a 
FE RL Ps ees i ee P Beg ee ee Ca a. pte 
thers WO || ee lll—i RR 
> pro- a ete ay! a ‘ Re F e ie es ee = - Be 2 : 
j aa a : Re ee ae F ¥ — Lt a . 
netics, THOT) 3 ee ae os ns sa ge a | 
nolin CAL J Ne oe > —_— sit 7 penn 4 a i ' 
’ |' : pte y ee ie en i — ‘ Par. bk. es ; 
manu- pe ee : i i . \e ae i ae Pa. 
whose ’ i wh S38 4 § ae : mn : a * a & aces 7 2 ee 
ly be- , i! a ; a : ; 4 eo a a, > ? . : A : 4 -_ * ‘ ore a F é ‘ a 
icizers at P A : —= \ ie | e 
\ ee 2 aN _ 4 a = oie 
my Bas, } t \ 2 a a * ee sue 
- 7 ‘<" Ae pee -- ae 2 uae 
f cos- i! i - «(Oe = SE “Se f 
: e " a . aa. - |! re 
their i a 3 A = a — qiebogee : | tae 
it that : ai ie [— ~~ si S . ae 3 . & = 4, at oes ; - oa 
) each . > | O—— fee ’ ae ilies 
& Y " ! i le is = ee FG : 
| | tna —\a Jd ee 
a ‘ Tig Be See ‘ ; af 
“il , a a , be “ i a oo ad 
ae a oe | 8 ee en od r 
4 s aaa ial 
2 ea “ Se a 
. ee ah 4 ” 2 .* . = 
Pte aad aaa ee 
am , re ee: 
7 Re es re 40a 
a & Ve ghee, rit ey os 
oo ae is Se eran + 
Pie ese. ee Pe § a ae -_ “4 laters. F 
: i . i ed 
Ay Zoe Sees es * ii... ae fio ee s x ws e r Hf é ie “ 4 a oi es 
, Fg eee ————— [ee Oo cada ieee Pe ae ey se a 
——————————— EAA SIE PY ee ae a 24 
Ls os i: eae ey Pe 2s ow tees Meee ne ; | aon 
Sit ae, at SS as a ese =. .. u: ee < ite eee , d 
RAL eo hee t: 24 eC eee ee i ees Sale 4 eae 
6 2° Oe *st ——————————— ee 2 a Dalit, Bes il ects w - a ns 
Se ir See ess ee eg eS, a TS 3 l—— eee Ed 
SS... se id ee = «so rg Se Mee te : a ss 
ee SR IRR Oe SRS AOC RO a 
— Bes di 8° 8 gn <i o.. <a < ee a oe Oe Pe 
| 7 eae aa oeh F RROCE § SIE KS SS RY er ices 
4 : - : . :. ae. *, ee aes i 2ytt +. oleae” EO tee oe 
a oe page * * ek ee ee ee eo i 
Bs ee ¥ ae SO Peer a Re ee ee 
RRA SR ae 
» 2s a ek Ch RI é 
m >, és : Ss o<% —"<".". + 
) ~ ci. oie Gs oa ae . ey 
\W , ‘ : 
E pe 
ficial E =~ a“ 
/ 4 s) \ —_ 
-Star- y . = 4 
uarter Z ze i. 
x 10% re : a 
| ey 
x 10% ¥ / cine ek 
| | Bi a : 
s ; \ Bi: ee 
ak 
Bets 
; ses 
, : 
ai Be 
- Shy 
ae 
ee 
a 
’ = - . 5 ie : 
Pie - . a ae =, a . e +, u 
ae _ @€ « 2 = 
t ‘ - ; ” 
| ee . a re . 
° 7 ., 74 See 
: eae : 2 . - : re ; i ‘ J . é ‘ 7 . - 
: i : ~~ 5 i caph , : i 2 : . ~ J i +4 “ . .. Venta tbe 
buts 4. el “= x a ” “er “ "e3ge + ge _ “t fa a. + <7 ai Oe = ie _ - p— - # He a + 


Navy Ad Budget 
Cut to Token Size 
for Coming Year 


Washington, D. C., April 20.— 
Close cropping of Navy advertis- 
ing plans as a result of the ex- 
tension of selective service to cover 
recruiting for all branches of the 


armed forces was revealed when 
the House approved a $32,000,000,- 
000 Naval appropriation bill this 
week, allowing only a token fund 
of $2,000 to finance Navy recruit- 
ing advertising. 

The advertising figure for the 
1945 fiscal year compares with $1,- 
275,246 spent for recruiting during 
the 1943 fiscal year, when the 
Navy bid for its manpower on a 
voluntary enlistment basis in the 
competitive market. 

While the Navy has cut its re- 
cruiting advertising to a nominal 
figure, the Marine Corps was per- 


mitted to plan an advertising cam- 
paign which is expected to cost 
$371,600, directed at 17-year olds 
not yet subject to the draft. Only 
slightly less than the current 
Marine advertising effort, this sum 
is far below the $610,799 spent 
during the 1943 fiscal year. 


Merely Token Figure 


At the present time, the Navy 
is not spending any money for the 
recruiting of enlisted men or 
Waves, Commander D. A. White of 
the bureau of supplies and ac- 
counts told the House appropria- 


tions committee. Navy advertising 
halted when the Selective Service 
Act was broadened more than a 
year ago, he said. The $2,000 in 
the 1945 budget “is merely a token 
sum to keep alive the possibility 
that we might at some time have 
to advertise for some particular 
type of requirement.” 

This $2,000 figure is expected to 
take care of any recruiting needs 
for enlisted personnel, but addi- 
tional money is available in the 
general funds of the office of naval 
procurement to solicit officers. A 
separate sum of $1,000 was granted 


“The 


Kid in 


Lower 4° 


Of course foxholes are not numbered, but that’s 


where the "Kid" is.. 


.digging in. That's his berth 


right now, and the lower the better. It's mighty im- 
portant to him and to all of us that he hold his 
ground...that he maintain the position he has so 


gallantly won. 


We are all behind the boys over there now, and 
we are all interested in their jobs when they come 
home. Advertising after this war will be charged 
with the responsibility of creating and maintaining 
those jobs by selling merchandise and service. It'll 
be a big selling job, and in San Francisco The Call- 


Bulletin can help. 


Now The Call-Bulletin has been forced to “dig-in.” 
With the current newsprint shortage prevailing we 


REPRESENTED NATIONALLY BY 


must sacrifice advertising to maintain our high 
standard of editorial excellence and the largest eve- 
ning newspaper circulation in Northern California. 


It is The Call-Bulletin’s responsibility to its readers 
and to its advertisers to maintain its high standards 
as a news newspaper in San Francisco. So that 
when the ‘Boys’ come home, there will be available 
to advertisers through The Call-Bulletin the largest 
eager-to-buy audience in San Francisco where the 
greatest Effective Buying Income is concentrated. 


Space Saved Now Is Farsighted 
Planning for the Future 


San Francisco 


CALL-BULLETIN 


‘tha HOGGET ripe Sucka s GOLDEN aac 


PAUL BLOCK and ASSOCIATES 


Advertising Age, April 24, 1944 


to the Navy for miscellaneous ad. 
vertising, including notices, and 
bids for purchases. 

Marine Corps advertising, ac- 
cording to Lt. Gen. A. A. Vande- 
grift, commandant of the corps, is 
designed to “keep the Marines in 
front of the people in the small 
places,” in order to get 17-year-old 
boys to come into the corps, and 
draftees to request service in the 
Marines. 

In justifying the proposed cam- 
paign, Gen. Vandegrift told the 
committee that he “definitely” 
preferred to have men who select- 
ed the Marine Corps rather than 
those who might be assigned to it 
at the induction center. 


$50,000 for Spars 


While neither the Navy nor the 
Marines described any proposed 
advertising programs for members 
of their women’s reserves, the 
Coast Guard recruiting budget 
contained an appropriation of $50,- 
000 for “advertising, posters, hand- 
bills, circulars, newspapers, etc.,” 
much of it earmarked for the pro- 
curement of Spars. 

Virtually stabilized at its author- 
ized peak enlistment of 160,000, 
the Coast Guard suspended induc- 
tion of men more than two months 
ago, and will confine itself to re- 
placements, the commandant, Vice- 
Admiral R. R. Waesche, told the 
committee. 

Of the recruiting budget, which 
totals $557,000, and is $1,078,000 
below 1944, 41% will be devoted 
to securing approximately 3,000 
Spars, and the remainder to 17- 
year-olds and over-age men who 
will be used for replacements. The 
Coast Guard reported that iit would 
cost $74.64 to recruit each Spar, 
and $27.16 for each male recruit. 

In addition to paring down its 
advertising plans as a result of the 
use of selective service, the Navy 
will reduce its expenditures for 
recruiting bureaus, including fea- 
tures, signs and exhibits, from 
$500,000 to $400,000. 

The Navy’s appropriation for the 
promotion of accident prevention 
on shore has been increased from 
$60,000 to $137,000, most of which 
will go for safety education serv- 
ices, such as posters, technical data 
and other safety material for 500 
shore establishments. The Navy 
also expects to spend $6,218,000 
on transmission of V-mail in the 
1945 fiscal year, compared. with 
the current $3,974,697. 


Blue Network Begins 
Second Drive for WJZ 


A new audience building cam- 
paign has been started by the Blue 
Network for WJZ, New York, the 
second since that station acquired 
a powerful transmitter in Lodi, 
N. J., last January. 

The new drive has been sched- 
uled to include 56-line ads in nine 
newspapers covering metropolitan 
New York and New Jersey. Indi- 
vidual ads will feature outstand- 
ing programs heard over WJZ. 
Geyer, Cornell & Newell, New 
York, is the agency. 


Returns to ‘Journal’ 


Lt. Col. Paul L. Reed, in active 
service since February, 1942, has 
returned to the Tool & Die Jour- 


nal, Cleveland, O., as assistant 
editor. 
Closing out—Best quality 
GIANT SIZE 
.00 
while they last ‘4 5% 


This splendid serap-book, 26x26 inches, suitable 
for full newspaper pages, photos, advertising 
campaigns, art work, letters and other evidence 
of testimonials, ete. Hea black simulated 
leather grained covers, reinforced leather cor- 
ners: 100 BLACK LOOSE-LEAF PAGES. 
Cloth hinged for durability: 3 adjustable 
ledger-type metal binding posts. 

The above album completely re-cov- 
ered and neatly cut down to 18x26 


inches at $17 each. 
Junior Size Album, $52 
Same quality 954x10%.......... 
Sample Gladly Submitted—No Obligation 
SAMUEL L. UNGER 
3 EAST (4th ST., N. Y. C., Algonquin 4-2840 


Remittance with order assures prompt delivery. 
F.0.B. New York Limited Quantity on Hand 
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are you tired 


of being a 


FORMULA FRED? 


Then you may be the Creative Man we want tn this agency 


WE ARE LOOKING for a really good copywriter. And that is about as 
easy today as finding an honest pair of nylons. 


But we have an idea that in one of the large agencies there may 
be a man who is tired of doing everything according to the agency’s 
pet formula. There may be somebody who is tired of seeing his ideas 
ground through the same sausage grinder—tired of having his copy 
smothered underneath the cigarette butts of capacious copy con- 
ferences. 


We are a medium-sized agency—without any Townsend theories 
or rigid formulas. We serve some of the best-known names in 
America. We try to fit the advertising to our clients’ needs—not vice 
versa. Our clients seem to like the results . . . four of them have been 
with us more than 15 years. 


What's important from your point of view, we give the people who 
work here the chance to do original, fresh unformularized work. 


The man we pick will participate in our thinking, planning, testing, 
writing—not as a subordinate, but as an associate. 


We are ready to pay you all you're worth. And you'll be working 
in surroundings absolutely free of politics, shenanigans or frictions. 
(Our man-turnover is just about zero; our billings are not war- 


inflated. ) 


Somewhere there is a first-rate creative man who has been hoping, 
maybe for years, for a job from which he'll never want to change. 


| are you the man?... is this the job? 


na out } Please write fully, giving a COMPLETE account of 
your experience in the past five years and state your present salary. All 
letters will be held in strict confidence. Our staff knows of this adver- 
tisement. Reply to Box 4744, Advertising Age, 100 E. Ohio Street, 
Chicago 11, Illinois. 
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the most beloved, thrilling 


and adventurous 
comics in America— 


Polly and Her“ ! 


Popeye: 


Pals, Mandrake the Magician, Fo 


radford, 


Etta Kett, Tippte- Brick B 


Krazy Kat and others. 


are 


ges among these 16 pages of consistently read comics 
ca’s 


2 pa 
rtisers. 


available in 4 colors to adve 
omic pu 


Here in one of Ameri 


blications advertisers 


most thrilling and exciting ¢ 


ncentrated buying audiences 


can reach the two most co 
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COLOR ADVERTISING PAGES NOW AVAILABLE 
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ION HOMES 


Z QL) the pulsating, 


dramatic writings in a modern magazine, 


fresh with the vitality of such famous 
authors as Huxley, Burton, 


Mansfield, Runyon and others. 


Here is a magazine reaching the two 
great markets of Chicago and New York 
- a magazine with short stories, 

fiction, humor, cartoons and science = 

in which pages in full color 
are available to advertisers 

in every issue- This is premium 
advertising space in America’s 


two prime markets. 


Chi Sat 
? : | aturday New York Journal American and the Chicago Herald Ameri 
ican 
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Fall Market Date Set Market Week will be conducted 

In spite. of shortages in such|JUly 24-29 at the Western Mer- 
goods as furniture, wool carpets chandise Mart, San _ Francisco. 
and electrical appliances, Fall} Many lines of merchandise, such 


as housewares and giftwares, made 
of non-critical materials, are ex- 
pected to be available in fair 
quantities. 


You have to sell MacLane...to sell 
athe Great Hardware Market 


MacLane is a national institution. He owns and operates 
the local hardware store, of which there are about 29,000 
in large cities and small towns throughout the United 
States. Approximately 9,000 of these are Major Hardware 
Stores, doing 72% of the total retail business. 

These major hardware stores are large, prosperous and 
important retail establishments, selling a wide variety of 
merchandise including tools, paint, sporting goods, major 
appliances, house furnishings, etc. 

Of course, MacLane is no armchair merchant — he 
knows all his stock and he knows his customers — knows 
what they want — and in normal times his inventory 
reflects the merchandising wants and needs of his cus- 
tomers. Even in the largest hardware outlets, Mac passes 
on nearly every line that is bought and sold in the store. 
And he backs his merchandise selections with aggressive 
See selling through a well trained sales force. 

2. - MacLane is a very busy man — running a complicated 
See business. His reading time is limited and he therefore 
selects for his “must” reading the paper which most ade- 
quately treats with his complex problems. 


a 
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He Looks to HARDWARE AGE for the Over-All Picture 


Hardware Age is the “Main Entrance to the Great 
Hardware Market.” In this bi-weekly paper your 
advertising will reach 14,000 MacLane’s, including 
most of the 9,000 key hardware merchants who do 
72% of the total business. You'll also reach and 
influence the important hardware wholesalers who 
efficiently and economically supply the retailers You can win the great hardware market if you 
with most of the goods they sell. tell and sell consistently through Hardware Age. 
Like MacLane in his hardware store, Hardware te te te 
Age dominates the hardware market publication 
field. It is the magazine of the active up-and-buying, 
forward-looking merchants who will want to sell 
now or in the postwar volume-sales period. It’s the 


only national hardware paper with 100% volun- 
tary paid-in-advance subscriptions. 

Advertisers recognize its value; during 1943, 
92.4% of the advertisers in the hardware publica- 
tion field used Hardware Age; 51.1% of them used 
it exclusively. 


KNOW ALL THESE FACTS 


“The Hardware Market and How to Sell It,” containing 
latest available data covering the great hardware market, 
is yours for the asking. It may aid you in your postwar 
planning. Write for a free copy today. 


HARDWARE AGE 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
A Chilton © Publication 100 East 42d Street, New York 17, N. Y. 


Navy Reports Give Lie to 
Rumors About Service Women 

Washington, D. C., April 20.— 
Statements on the recruiting and 
disciplinary problems of three of 
the armed forces women’s auxil- 
iaries released here this week pro- 
vide a convincing argument against 
the rumors which have been 
spread about the Wacs and Waves 
by persons who take their nation’s 
welfare lightly. 

While these reports cover only 
the services under the Navy De- 
partment—the Waves, Spars and 
Lady Marines—they can be used 
as potent material in the emer- 
gency drive for Wacs, which the 
Army has asked admen to make 
in order to release men for im- 
pending military campaigns. 

Wac recruiting has never lived 
down the stories which were 
printed last fall, although there 
was no truth in them. As a result, 
thousands of fathers and older 
men have been drafted to fill jobs 
which might otherwise have been 
held by women, and younger men 
who might be in the fighting ranks 
today, have been tied to their 
desks. 

Here is what the ranking officers 
of the Navy’s three women’s units 
had to report: the Waves have dis- 
charged 5% of a total enlistment 
of 51,079. Of these, 4% were 
“ordinary discharges,” not of a 
disciplinary nature. Of the 1% 
discharged for “inaptitude,” not 
being able to adjust theraselves, 
there were only five bad conduct 
cases, and only four desertions. 
Waves had 12 summary courts 
martial, no general courts martial. 

Spars had “perhaps four sum- 
mary courts martial and no gen- 
eral courts martial” for 7,175 en- 
listed women and officers. Capt. 
Dorothy C. Stratton, senior officer 
of the Spars, said “discipline is not 
one of our major problems.” Lady 
Marines, with 15,122 officers and 
enlisted personnel, had two sum- 
mary courts martial, no general 
courts martial and only 10 dis- 
charges for inaptitude, and those 
not of a disciplinary nature. 

The Lady Marines reported that 
by July 1, they will achieve their 
recruiting goal of 18,000, and that 
thereafter they will accept women 
only as replacements. The Waves 
are out to double their strength in 
1944, while the Spars would like 
to get 500 women a month until 
they reach an authorized strength 
of 10,000. When these goals are 
achieved, it is interesting to note, 
the Lady Marines will actually 
exceed in numbers the officer and 
enlisted strength of the Marine 
Corps of 1938, and the Waves will 
be about 3,000 less in number than 
the total officer and_ enlisted 
strength of the Navy of the pre- 
war year. 


* * a8 


Grade labeling: A powerful fac- 
tor in the fight to renew the Price 
Control Act is the voluntary com- 
mittee headed by Rep. Scanlon of 
Pennsylvania, a bi-partisan group 


By STANLEY E. COHEN, Washington Editor 


Advertising Age, April 24, 1944 


pledged to a one year renewal of 
the law as it stands. 

Claiming 100 votes, the bloc is 
conducting a vigorous fight against 
amendments to the bill which 
would provide for appeal “to regu- 
larly constituted courts” or other 
changes which would require OPA 
to set prices which would assure 
a profit to high cost producers, 

Several members of this group, 
particularly Reps. Chet Holifield of 
California and Howard McMurray 
of Wisconsin, are outspoken advo- 
cates of “quality specifications” in 
price regulations, in other words, 
grade labeling. Rep. Holifield, wha 
operates a men’s clothing store in 
his home district, declares that 
even among nationally advertised 
brands of goods, a tremendous 
quality deterioration has resulted 
during the war. “In my store,” 
he said, “I am now selling a na- 
tionally advertised brand of men’s 
shorts for $1, although it is really 
a 65 cent short.” 

Rep. McMurray, while admitting 
that there is no chance of repeal- 
ing the Congressional ban on grade 
labeling, laments that inflation has 
resulted more from quality de- 
terioration than from price in- 
creases. “I am no foe of brand 
names or advertising,” he says, 
“but I think there ought to be 
specifications to insure that the 
public gets its money’s worth in 
some of these brands.” 

Note: The Scanlon committee 
speaks for consumer groups, which 
are well represented in OPA’s de- 
liberations. A general retail price 
regulation which Chester Bowles 
promised as a means of simplify- 
ing the retailer’s price problems is 
buried as a result of the successful 
opposition of these consumer or- 


ganizations. 
* * 


Private OPA: The American 
Waxed Paper Association and its 
24 member manufacturers were 
accused by the FTC of one of the 
more common types of violations 
of the anti-trust regulations. This 
case involves an alleged attempt 
by the trade association to set up 
a “point basing system” which 
operates so that the price of any 
manufacturer’s product will be the 
same for all purchasers in a par- 
ticular area. Ceiling: OPA will 
fix ceilings to prevent profiteering 
on 40,000 hand-wound portable 
phonographs which the govern- 
ment will sell as surplus prop- 
erty. 

* * * 

Saving: Soft drink industry has 
cut its truck mileage in half under 
ODT conservation measures, 
although the volume of business 
was only slightly below 1941. A 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc 


431 S. Dearborn St., Chicago Wab. 8655 
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in Baltimore. 


That’s what W-I-T-H delivers 
in Baltimore on a Sunday 
afternoon show. Latest figures 
—wusing coverage, cost and 
number of listeners— give you 
a common denominator that 
proves why W-I-T-H, day in 
and day out, produces at the 
lowest - cost - per - dollar - spent 
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survey of 445 firms for 1943 
showed that 29,320 trucks traveled 
258,315,880 miles, carried an aver- 
age load of 179.3 cases and used 
33,786,160 gallons of gasoline. In 
1941, the same firms operated 37,- 
352 trucks, covered 516,294,232 
miles with loads averaging 130 
cases and used 65,375,784 gallons. 
Planning: Canada has had a spe- 
cial cabinet committee studying 
demobilization and reconstruction 
since December, 1939, three months 
after the war started. It has 
recommended creation of a cabinet 
post for a Minister of Reconstruc- 
tion Planning. 
* * * 


Boom: Income payments to indi- 
viduals in February were $12,344,- 
000,000, an increase of 16% over 
the same month last year, the De- 
partment of Commerce reports. 
Most of the rise resulted from a 
substantial increase in agricultural 
cash income from marketing. Re- 
port: Manufacturers who reintro- 
duce metal springs in upholstered 
furniture under recent relaxations 
in WPB regulations must file pro- 
posed price schedules with OPA, 
even if the proposed prices do not 
differ from the victory model scale. 

* oo * 


Survey: Half the farmers ques- 
tioned in a recent WPB survey of 
civilian goods shortages said they 
had no trouble buying any item on 
a list of 43 essentials. Tire pumps, 
flashlight batteries, knives and 
tractor tires were among the items 
most urgently needed. Defense: 
Admiral Emory S. Land said char- 
ter rates for requisitioned shipping 
have been adjusted so that the 
earnings of steamship companies 
have been reduced more than 60% 
since the war started. During the 
same period, he asserted, corpora- 
tive earnings have generally in- 
creased over 40% and the earn- 
ings of transportation agencies, 
such as railroads, have increased 
over 100%. - 


Facts: Reports on the “Facts for 
Industry” series of the Bureau of 
the Census include: Lumber pro- 
duction, 1943; container board in- 


‘Canadian 
Women 


Prefer 


Chatelaine 


*A magazine edited for 
~— married women in 
nglish-reading Canada. 


* Reaches one in every four 
urban families. 


* The direct way to ensure 
your share in Canada’s 
expanded consumer pur- 
chasing power. 


* Published by The Mac- 
Lean Publishing Com- 
pany Limited, largest 
magazine publishing 
house in Connie. 


Chatelaine 


The Canadian Woman’s Magazine 
481 University Ave., Toronto 2, Canada. 


New York, Chicago, Montreal 


London, (Eng.) ? 2 


ventories, Feb. 29, 1944; metal can 
shipments, 1943; selected chemical 
production, consumption and 
stocks, February, 1944, and alumi- 
num production, January, 1944. 


*. *£ * 


Going: Raymond Reeves, former 
West Coast business consultant for 
the Department of Commerce, and 
recently director of the project 
charged with preparing a series of 
books on the operation of small 
retail: businesses for the Army, 
will go to J. Walter Thompson 
Company, New York... J. A. 
Krug, who presides over the vital 


WPB requirements commit- 
tee which schedules all war pro- 
duction, will accept a Navy com- 
mission of lieutenant commander 
instead of asking further occupa- 
tional deferment. As head of the 
Office of War Utilities, he fathered 
the “brownout” of advertising signs 
and theater marquees to save elec- 
tricity. 


WATN to Spot Sales 


Station WATN, Watertown, 
N. Y., has appointed Spot Sales, 
New York, as exclusive national 
sales representative. 


Issues New Rate Card 


The Standard, Montreal, has is- 
sued a new rate card, effective 
Jan. 1, 1945, increasing rates from 
25 cents to 35 cents per line and 
the monotone flat rate (roto sec- 
a from 50 cents to 70 cents per 
ine. 


Ad Club Names Kinney 


E. S. Kinney, an insurance agent, 
has been named secretary of the 
Advertising Club of Des Moines, 
Ia., succeeding Mel Davis, who has 
entered the armed service. 


37 
Burns Heads Assn. 


The Association of Publication 
Production Managers has elected 
James Burns, McGraw-Hill Pub- 
lishing Company, president; H. 
Lawrence Herbert, Standard Mag- 
azines, treasurer; and Lee Wilson, 
Popular Publications, secretary. 


Gets Shoe Association 

The New England Shoe and 
Leather Association has named 
Bresnick & Solomont, Boston 
agency, to handle its advertising. 
A fall shoe show is scheduled. 


"HOW" .andhow! ~ 


of natural resources. 


to the southwest in ever-increasing numbers. 
reach 43% of the families in this area through the 24-hour 
coverage provided by The Tulsa World and Tulsa Tribune, 
Oil Capital Newspapers’. . . and, at one LOW cost! 


THE RIGHT sipe For YOUR apverrisine! 


51% OF RETAIL SALES 


Tulsa . . . from a cow town in 1900 to a metropolis of 
more than 200,000 TODAY! 
Oil Capital of the World,” and trade center of the rich 
Right Side of Oklahoma . . . a diversified area of industries 
including oil, coal, lead, zinc, cattle raising and an abundance 
Resources that are bringing industries 
Advertisers 


PPR Te SS ORE UMS ROBB TE IEE 


TULSA WORLD 


OtlL CAPITAL NEWSPAPERS 


> TULSA TRIBUNE 


REPRESENTED NATIONALLY BY © 


Firmly established as “The . 


Fer eee 


THE BRANHAM CO. 


as 


oe. ee 


ee 


944 a ¥ 
= , =. 
“< ' | 
| a ae oe 
E —rerare serge 
= 4 
Sears Be: 
il of | a | } 
c is Po Se | 
2inst : 
hich — 
egu- | . . 
ther ra 
crrnnnnnnmmnnnnnnnnnnnnnnnnnnnnn SSS | ES 
OPA wh 
sure wer 
7 aes 
ae) a poe ee ane = a iil ae et eee ere eee ane ae oS aa ia a - J a fo a. eS. see. ee a 
rray ye i. ate e gee i - a a“ 7 * ££ ? ——— ae Jee ae * ; Rh ae a —_ — “— | ca . — a e 4 e | 
on ois ae - all 2 Jae ae ee i alee ae 7 ai 
= ee de al SD ccs - i. a a 
who ee oo «6 Ol fi eee _— Be al . 
e in ' aoe —. a ee oe ae Ee heat ls re fe a “3 ja Rs are ee a 
ised : ig a AR a fa me = 
sous | WW” «ae ms Ph aa a : 
ed . Coe a. ee Co J | 
ilted ae fe hs = _ ae i - 
ore,” a ae 
; : . ian ee * le 
e, sii a. aa 2 oe 
aes t 4 are eee 7 ae Bae a iat ee ae a Se iad " 7" 
ms ret Rs me te es? ee, © i bi Aaieg 8 Say : a kee ae ee aor, ne con eee 7 ; 
tting : eo” ; = ree te ess: ae ee . Me TOS coli i aa i - 
rade s a a ” 5 ae een wnat i ee.” ree page ae ae Mis TS es a 
‘ha ce | i a a Lo oa a a, ee ra] 
e gies a .. eee a ye ‘ as ane Nae ga eee BBG A ip a i ° k aw oe a gets cs ree sy 4 
it Se > eee: pee eee i ae eee. OSE ee ge eee ee re Rae i>: Ne athe ee ; j 
des ee | oe , ee ee Pe so ee eee ek, a eal a - a 7 < 
e- SS Pe eee GeO a eee ee | a 4 
in i lo i Oo as Re eae” ee a OE IO Re eh rr | - 
@ iia mr . — ' mere t ee 4 i sg ; oe o it , ail ‘ isi sad seas : aaa : 
= ; ‘ _ fe Sle ic a | a = ; 
| be Paar Oe . ee sj oT es , Li 4 eee a : 
a — 5 : pe Cre 7 - We , ‘ Biss 
n in = = “e & . oe el ee 4 = x ' : y | 
® H eo ff '* & es ™ 4 i Ee | ae ; i } 1.4 : . oe = 
ittee " t ; eee BN a meen ; Shee 4 | | ‘ama | 5 i a 
hich = > ae ath 7 if ; | | 4, +). 
| Se w, > aa - ee } Re ‘ ; ' : | I? i ) .. . “3 ae 2 
¥, : , ‘ 2 | oo i Z t : i ‘ a 
rice so ; \ , ath FF S ge 
ns is / ik ee rere i a 7 i . — =| ; ... 
“or im | oa ae a. as = ps 
pe a ie — ; _ = | ms Ree E ene vs . | -. 2 4 Pay, 7 : , ad 
) eae ; 2 gee Se : 4 ' . a 
; ; a 2. . fo . eS _- eo es ‘ 7 : 
: — — | , 2 - 2 > “ae es: a ee cS ae Sf ne 3 rs = ee 
‘ican ————————————— . - 4 * et ae ae ed ra > = Bers | a3 A 
: ‘ ae = Se - — aa ai - elles... ae 4 OS — ha! Ue - ks 
ner ee S . 7 a. eee 5§ tsk CO = = ae Mag, 
ion eS ae. Vs ee Te se lie 
This 7 F. ee - iis yee o. i Bee ae ‘is Ee ee. “4 eo ; i in oe : % 
This a un . ae ree a a oh a - oa. a 7 baa ae : as 4 as i 
/ shi ae aa. 2 ee" aes : , ae aa 
up be ee : fe ee le — emir Ags | ieee 3 Be oe ie oe ae saa a 
hich ae iil a See” | ie a i aes = Y catia 
the bass =_ ‘— o* —_— - = ih , a : - ; 
aes ; Pea) : es a ce iS eee i ee ee eee ee ee ey ee — ‘ 4 ‘ 
par- ' ‘ 4 A 2 2 7s 
ring , % a 
able a : = 
ern- a a %.. 
rop- : 4 Me 
a : s 
nder e it ee Roe 
res, e ; . 
= : , ies 
a . 2 : ‘sy _ 
ag : a 
; oe ty oe 
1 -| N be ; | E 4 
ING oe 7 
= : 4 a 
"> vy Z 
Ke : : og we 2 
% , 
ae ‘ “ | 3 
: : . ao yy: 
y = OPS | 
pet: YS — — = 2s 
Es = as 
te SA. x———_—— “we 
“fp Pi Se a 
: QS ee 
ay == — ‘ 
yj SS _  £ 
cela si 2 A a Recah: eae Sates” ake ee is ¢ Be ee 8 ee 
i : . io. %, ee * wei ’ : 4 is i = we, - = ce “P eo. ae a (> . ‘ey a : “4 use 5 ee = % : 


TO COVER A 


MARKET 


STATION 


zn 
SHREVEPORT 


TIMES STATION 
. 
50,000 WATTS 


THE BRANHAM .CO 


on ‘ane $2 hes 


Britain to Hold 
First Auto Show 


Since War Began 


New York, April 19.—Britain 
will have its first automobile show 
since the war—but it will be a 
show of miniature models—ac- 
cording to the transatlantic edition 
of the London Daily Mail, which 
says the show will be held in Lon- 
don or in the West End around 
mid-summer. 

Hundreds of model autos are 
being built for the exhibition, the 
publication says, with many of 
them made entirely of plastics, in 
an attempt to visualize what the 
auto of the future will look like. 
Experts and drawing-room staffs 
have been using the limited time 
at their disposal between design- 
ing wartime equipment to gain a 
clear picture of postwar autos. 
“Almost every big manufacturer 
of private autos is looking to the 
future,” the miniature edition says, 
“and though unable to build for 
the public today, all are planning 
to switch over to production 
immediately after their factories 
are released from war munitions.” 
All that the public can be ex- 
pected to see is the designers’ ideas 
of color, streamlining and coach- 
work; it is unlikely that the closely 
guarded secret blueprints of the 
engines or their horsepower will 
be disclosed to the public, the arti- 
cle says. 


Sees Big Piano Boom 


Britain’s Pianoforte Manufac- 
turers’ Association, anticipating a 
boom after the war, has asked its 
members to obtain estimates from 
dealers of the number of pianos 
likely to be required in the first 
year of peace, says the same pub- 
lication. For a long time, it is 
said, only British pianos will be 
available, as German factories 
have been destroyed by bombing. 


JWT Offers Services 


With an ad captioned “Who? 
What? Where? When? Why?” J. 
Walter Thompson Company Ltd. is 
the latest advertiser to occupy the 
five-inch space in the April 12 
issue of the Daily Mail, which 
limits its ad space in the minia- 
ture transatlantic edition to two 
such insertions weekly. Since an- 
nouncement of this policy, how- 
ever, only one insertion has ap- 
peared in each issue. 

Copy in the JWT ad says: “Who 
will be customers for American 
exports to Great Britain after the 
war? What goods will they need 
most?” 

The last paragraph says that 
JWT in New York will be pleased 
to discuss these facilities on behalf 
of its London office, “which is stili 
playing an important part in Brit- 
ish advertising, both for the gov- 
ernment and for commercial 
clients.” 


Two Join Klingensmith 
Miles C. McKearney, formerly 
with the Cleveland Electric Illum- 
inating Company in merchandising 
and sales promotion posts, has 
joined H. M. Klingensmith Com- 
pany, Canton, O., agency, and will 
serve in a contact and executive 
capacity. Tom W. Immel, formerly 
art director of the Republic Steel 
Corporation, Canton, O., has been 
named art director of the agency. 


Clark to Burn-Smith 


Wilmer Sargent Clark, formerly 
with Stations WMCA, New York, 
and WOOD, Grand Rapids, Mich.., 
and more recently engaged in the 
station representative field, has 
joined the New York office of 
Burn-Smith Company, radio sta- 
tion representative. 


Dugas Advances Wyman 


Clifford H. Wyman, formerly 
Chicago district manager of the 
Dugas Engineering Corporation, 
Marinette, Wis., has been named 
sales manager of the company and 
will direct the sale of Dugas dry 
chemical fire extinguishers. The 
corporation and the parent organ- 
ization, Ansul Chemical Company, 
will occupy new offices about May 
1 in the Lincoln building, 60 E. 
42nd St., New York. Glenn Strat- 
ton will be in charge for Dugas 


and T. R. Kearney for Ansul. 


Advertising Age, April 24, 1944 


APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 


Linage for April 
Shows 28.1% Gain 


New York, April 19.—The heavy 
volume of advertising being car- 
ried by national magazines is 
again reflected by the latest break- 
down of linage figures, which show 
a gain of 28.1% for April month- 
lies and March weeklies, over the 
comparable periods last year, ac- 
cording to a compilation by ADVER- 
TISING AGE based on returns re- 
ceived from Publishers’ Informa- 
tion Bureau. 

Leading the field is the juvenile 
group, with a linage gain of 77.1%; 
followed by increases of 47.8% for 
the general group; 41.1% for the 
standard group; 38.1% for the out- 
door group; 34.2% for the women’s 
group, and 13.7% for March 
weeklies. 

The entire list carried a total of 
3,398,542 lines against 2,652,509 
lines for the same months last 
year, a gain of 746,033 lines. 


Endicott to Erwin, Wasey 


George F. Endicott, railway 


equipment designer and private 
|engineering consultant, has joined 
|Erwin, Wasey & Co., Chicago, as 
technical advisor. He formerly 
was associated with Northern Pa- 
cific Railway Company and Hy- 
draulic Controls, Inc., a division 
of New York Air Brake Company. 


Sokit Appoints Ellis 

The Sokit Company, Buffalo, 
N. Y., maker of Sokit for diapers, 
has named the Ellis Advertising 
Company, Buffalo, to handle its 
account. Radio, newspapers, di- 
rect mail and counter displays are 
being used. 


The Hutzler Advertising Agency, 
Dayton, O., has been named to 
handle the account of the S&S 
Disinfectant Company, St. Louis, 
maker of insecticides and disin- 
fectants. 


r—— 1944—,  -——19438——_, r— 1944——._ -——- 1943 —___ 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL lt ET TPCT ee 21.1 9,061 13.7 5,896 
*Ace Fiction Group... 11.2 2,518 8.9 1,997 True Confessions (F).. 59.4 25,493 42.5 18,223 
American Magazine... 63.2 26,540 52.2 22,393 True Experiences(Mac) 48.0 20,603 32.4 13,911 
*American Forests.... 17.2 7,224 10.5 4,410 True Love & Romance 
American Home....... 62.1 39,280 42.7 26,960 CED agaeekd sesanees 47.6 20,437 31.7 13,587 
American Legion...... 23.3 10,018 17.7 7,608 True Romances (Mac). 47.7 20,467 35.2 15,090 
Asia & the Americas.. 2.1 925 1.9 816 ip ey eee 75.9 32,593 49.7 21,325 
Better Homes & RS eer re 170.4 107,701 111.1 70,226 
es ae dv ine 62.7 39,636 54.8 34,633 | Woman’s Day ......!. 42.6 18,291 25.4 10,894 
Christian Herald...... 24.1 10,344 19.0 8,154 Woman’s Home 
COOUUE ce ceetsevaeses 4.3 2,935 4.5 3,064 Companion ......... 71.0 48,281 60.3 41,016 
Cosmopolitan ........ 71.3 30,596 57.2 24,542 
Dell Detective Group... 18.6 7,999 11.1 4,742 Total Group ........ 1,940.4 975,246 1,419.4 726,543 
*Duns ar 25.0 10,720 15.6 ry STANDARD 
Eiks 5" | st SGA oO alae 15.1 , $496 ave ‘ 1064 American Mercury.... 9.1 1,672 8.2 1,502 
Esquire (National).... 82.5 55,436 54.5 36,622 Atlantic Monthly 46.0 19.320 37.0 15.540 
eo! PS Te 13.4 9,236 10.3 7,067 Harpers Magasine ee 43.8 10.430 21.9 5,223 
Fawcett Men’s Group. 12.3 5,282 6.8 2,926 ee ee ae ‘ ; ws 
og. ee See ee 204.0 128,928 120.5 76,156 ‘ 
*Grade Teacher ....... 19.5 8,602 11.5 5,060 bh oermart oseeeees 98.9 «681,438 67.1 38,365 
4+* , 
: a a... os Tr cece 11.7 5,028 | American Rifleman.... 32.1 13,482 25.0 10,725 
House Beautiful....... 73.1 46,217 43.2 27,286 | Field & Stream....... 47.6 20,011 30.9 13,263 
House & Garden...... 69.6 44,011 41.2 26,048 | Fur-Fish-Game ....... 13.9 5,957 = 14.6 6,274 
*Improvement Era.... 19.0 8,153 15.8 6,783 | Hunting & Fishing.... 18.9 7,961 15.3 6,551 
*Instructor ........... 14.5 9,915 9.4 6,424 COUBEOOE BAGO oc cnscsecs 52.6 22,096 32.2 13,837 
Macfadden Detective a .., 2 eee 17.1 7,178 13.1 5,605 
Se Foe a 16.2 6,944 8.0 3,440 Sports ANGW ... i... 37.9 15,906 25.0 10,746 
Mec s amy 53.3 9 * 7,673 
— pne-enenoeege 3 "7 ys er Ligh Total Group ........ 220.1 92,591 156.1 67,001 
*Motor Boating ....... 90.6 53,263 71.4 30,825 JUVENILE 
National Geographic... 34.0 8,099 30.5 7,252 *American Girl ....... 10.9 4,658 6.7 2,889 
Nation’s Business...... 64.9 27,293 65.2 27,978 gf EST 21.4 14,532 11.8 8,051 
PD Adcnarc¥asnsecee 6.4 2,762 5.5 2,326 *Calling All Girls..... 16.4 6,255 5.5 2,104 
Official Detective...... 9.5 6,440 4.8 3,264 CE bine 604 008 3.9 1,639 4.2 1,784 
Popular Mechanics.... .103.8 23,258 72.7 16,281 Open Road for Boys... 11.6 4,855 8.7 3,744 
*Popular Publications. 12.6 2,819 14.4 3,223 *True Comics ........ 6.1 2,298 2.0 762 
Popular Science ....... 102.7 23,017 64.1 14,361 
ll Ee ee 51.2 21,953 28.8 12,374 TOON GTOED onccacss 70.3 34,237 38.9 19,334 
ED Ts hin ate eine Sd a» 6 42.7 18,300 43.7 18,755 WEEKLIES 
*Rotarian .......--.-. 5.8 2,483 2.5 1,193 | seamerican Weekly.... 60.9 60,914 39.5 75,086 
Scientific American.... 10.9 4,664 11.7 5,003 | Business Week........ 299.6 125,841 282.2 121,064 
Street & Smith Fiction 5.0 930 8.0 1,813 | schristian Advocate... 24.3 10,188 15.7 6,609 
Sunset .......0.+++++: 35.6 14,958 25.2 10,812 | Collier's .........,...- 172.0 116,962 169.3 115,151 
*Thrilling Group...... 15.9 8,570 = 18.5 . 2 oer epsogaeeerey 72.2 30,976 49.3 21,135 
Town & Country. ..... 88.7 59,591 = 51.6 = 84,663 | samily Circle ........ 82.7 35,491 65.1 27,912 
Woodmen of the World = 3.3 1,423 2.9 1,260 | Porbes ..........-005+ 40.1 17,196 30.4 13,040 
*Yachting ...........- re eee: | Oe | er ce liceddasccccies 41.9 24,631 19.9 15,025 
pa BOOED sacecrenccedess 86.5 37,099 36.2 15,555 
Total Group ........ 1,750.8 856,599 1,131.9 579,352 | apite 11... ke eee ee 270.6 184,025 233.7 158.934 
WOMEN’S edna ale v0 6 04% 0 79.9 54,398 66.9 45.464 
SNEED péctesceceseeee 82.1 35,218 30.3 13,013 oo ee 258.2 108,445 257.2 110,353 
not Ar hd de by & 6.840% 17.5 11,890 ons nage *New York Times 
TEU Sb.eke ea eae o's 81.5 34,952 55.6 23,872 I 8 e345 dads 72.6 72,643 65.9 65.939 
Good Housekeeping.... 115.4 49,515 100.8 43,247 New Yorker .......... 229.5 98,465 157.5 67,583 
Harper's Bazaar....... 134.2 84,830 90.8 61,038 | Pathfinder ............ 35.1 14,737 20.4 8,579 
BEEN iegecss cesewns 14.7 11,105 12.0 9,105 EE ET ore 19.1 13,661 Pe - 
BROURGROME 6550 oesesece 21.9 14,930 16.1 10,984 | ee ae eee ee 9.1 6,059 8.7 5,953 
Ladies’ Home Journal. 110.4 75,101 107.8 73,328 | Saturday Evening Post 246.9 167,937 » 222.1 151,035 
Mademoiselle ......... 160.5 68,870 131.9 56,578 | *Scholastic ........... 19.8 8,534 16.5 7,119 
ey ee re ee a 74.7 50,789 71.5 48,669 This Week Magazine.. 36.7 31,205 52.3 44,433 
Modern Romances(MM) 49.7 21,310 36.3 15,587 | wPime .........00 eeu ee 271.2 113,901 212.3 91,067 
Modern Screen (MM).. 55.4 23,788 39.2 16,812 2United States News... 211.4 88,800 165.4 70,978 
Motion Picture (F).... 61.7 26,468 43.1 18,504 ‘i 
Movie Life ........... 28.4 12,187 18.0 7,728 Total Group ........ 2,621.2 1,408,447 2,186.5 1,238,014 
tMovie Show ......... 23.5 15,982 TT teas Bes 
Movie Story (F)...... 58.8 25,233 41.7 17,875 ‘Figures received from publisher. 
Parents’ (N. Y. Metro. ’ tFigures not included in totals. 
Ed.) oe cheeseevteoeteee 92.2 39,537 peg est 1Four issues, 1944; five issues, 1943. 
tParents’ (National)... 87.7 37,607 os. ¢ *Five issues, 1944; four issues, 1943. 
Photoplay-Movie Mirror 56.6 24,282 38.2 16,376 ‘ ’ i 
. 28.2 12,105 ®°Two issues, 1944; three issues, 1943. 
Radio Mirror (Mac)... 44.5 19,097 2 ’ a 
Screen Guide & Stardom 24.5 16,690 18.7 12,736 ‘Not received to date. 
Screenland unit........ 38.2 16,404 29.3 12,565 51944 format 1,000 lines to a page; 1943 1,904 lines 
Screen Romances (MM) 51.3 22,013 37.2 15,949 to a page. 
National Magazine Hutzler Gets Account Names Miss Walker 


Dorothea Walker, formerly en- 
gaged in radio writing and produc- 
tion, has been named head of the 
music department of Brisacher, 
Van Norden & Staff, San Fran- 
cisco. 


Dayton 


will be 62 
and 6uscez than 


Dayton 


Dayton’s 456 widely diversified manu- 


facturers — dozens 


of them topflight 


names in their fields — make and dis- 
tribute these products among hundreds 


of others: 


Accounting Machines Bicycles Clothing 
Dress Patterns Cash Registers Paper 
Optical Lenses Golf Clubs Refrigerators 
Publications Tires Machine Tools 
y V3 ‘i > 
THE 


JOURNAL- 


HERALD 


Vaylous Largest Daily Crculalion 


Nationally Represented by 


The Geo. A. McDevitt Co. 
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SUNFROST 
Luxuriously soft... 
Unbelievably cool... 
Correctly styled... 


com an 
pony Aaa pow olors. See Sunfrost 
today at your fav wore ~ goad bur 


Featured by Better Stores Throughout Amerie 
MADE EXCLUSIVELY BY, GOODALL CO... CINCINNATI 2, OHIO 


FOR ‘44 DRIVE—This is one of the 
ads which Goodall Co., Cincinnati, 
will use next month in promoting its 
Sunfrost tropical fabric, in Newsweek 
and magazine and roto sections of 
newspapers (AA, April 17). Ruthrauff 
& Ryan, Chicago, handles the account. 


Ludlam Succeeds 
Cohen as Head of 
OWI Radio Bureau 


Washington, D. C., April 20.— 
Philip S. Cohen, chief of the do- 
mestic radio bureau of OWI since 
November, 1943, resigned yester- 
day, and George P. Ludlam, who 
has had 14 years in radio program- 
ming, was appointed his successor. 

The new chief has been with 
the radio bureau since February, 
1943, and for the past four months 
has served as deputy director in 
charge of the New York office, 
where the main work of the divi- 
sion is conducted. The New York 
job now goes to Jack Mullen, for- 
mer vice-president of Benton & 
Bowles, who has recently been 
chief of the editorial and produc- 
tion division of the radio bureau. 

Mr. Cohen, with the radio bureau 
since it was organized, served 
under three previous radio bureau 
chiefs before moving up to the top 
post, following the resignation of 
Donald M. Stauffer, who returned 
to his position as radio director of 
Ruthrauff & Ryan. 


Drug Company to Ayer 
United Drug Company, Boston, 
has placed its account with N. W. 
Ayer & Son, New York. Philip 
Cleland is the account executive. 


COLLINS, MILLER & 
HUTCHINGS 


207 North Michigan Avenue 
Chicago 1, Illinois 


War Plant Areas 
Seen as Postwar 


Permanent Towns 


New York, April 19.—Twenty- 
three per cent of America’s city- 
dwelling families who moved into 
smaller towns when they took war 
plant jobs intend to remain in 
their adopted communities after 
the war, according to a recent 
nationwide study undertaken by 


Denson-Frey & Affiliates, labor and 


public relations counsel. 

The survey, which represents 
the answers of 48,000 heads of 
families, also revealed that 59% 
of the families are eagerly plan- 
ning to return to their homes in 
the city after their war jobs are 
finished, while the remaining 18% 
are undecided whether they will 
stay in their adopted towns or go 
back to the big cities. 

In answer to the question: 
“When the war is over, are you 
going to take your family back 
to the city where you lived before 
the war?” the 23% who replied 


negatively gave the following rea- 
sons: (1) cheaper living; (2) 
couldn’t give up our garden; (3) 
we want to raise a family: (4) 
tired of spending all our earnings 
on city apartment rents; (5) we’re 
too old to keep moving around— 
we like our new home here and 
decided to stay on. 

This redistribution of population 
will increase the postwar buying 
power of smaller cities and will 
necessitate the enlarging of the 
distribution plans of manufactur- 
ers. remarked Erwin M. Frey, 
president of Denson-Frey. He also 


predicted a postwar consumer de- 
mand so substantial that the effect 
upon the country will be a healthy 
era of sii tn EM 


Names Harry Bi Hayden 


Pathfinder, Philadelphia, has 
named the Harry Hayden Com- 
pany as its promotion counselor 
and is planning a thorough analy- 
sis and survey of the small city 
market as an aid to present and 
postwar consumer goods manufac- 
turers in merchandising their 
products. 
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That’s a startling statement, but here’s the proof: 


1943 Cash Income from Corn................ $635,000,000 
1943 Cash Income from Poultry and Eggs... . . $2,322,000,000 


(Source: U.S. D.A.) 


The “Poultry Belt” is nearly 4 times as important as 
the “Corn Belt” when you're aiming your advertising 
at the farm market. 

Successful poultry raising calls for specialized 
knowledge. That’s why all surveys show such high 
reader interest among Poultry Tribune's subscribers. 


They know that it is the only Poultry Farm Magazine 
owning and operating an experimental farm where 
2,500 birds are raised. This extra value to the reader 
gives extra value to your advertising message when 


you place it in. 


USE... 


Representatives: 


Member. 


. » Poultry Tribune 


To Cover the Most Responsive 
Section of the Farm Market 


POULTRY TRIBUNE 


Home Office: Mount Morris, Illinois 


New York: Billingsiea and Ficke 
Chicago: J. C. Billingsiea Company 


AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
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TV 


Buys Television Site 
Station WDRC, Hartford, Conn., 
has purchased a 68-acre tract atop 
Talcott mountain as a site “for 
future television and other radio 


purposes,” according to Franklin 
M. Doolittle, general manager. 
WDRC has been experimenting for 
several years with television at its 
F-M headquarters on Meriden 
mountain, Conn., said Mr. Doo- 


little, adding that he expected 
television to be based on a system 
of relay stations which would 
carry images from _ production 
studios to thousands of homes in 
cities many miles away. 
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- COLUMBUS, OHIO 


Wartime Insurance 
for Mothers Is 
Campaign Appeal 


Boston, April 18.— Stimulated 
by advertising in national maga- 
zines, a selling campaign has been 
launched by New England Mutual 
Life Insurance Company to con-- 
vince wartime families that more 
insurance should cover the lives 
of America’s mothers. 

Agents of the company are so- 
liciting policyholders in the mili- 
tary service age brackets for poli- 
cies for their wives to provide for 
emergencies that war might bring 
or accentuate for middle class 
families. 

David W. Tibbott, advertising 
manager of the company, said to- 
day that although it is too early 
to determine results of the new 
drive in terms of policies already 
written, the response from the 
sales force of 500 men and women 


Ads from a series promoting 
use of Classified telephone 
directories by the public. 


Ads like 
these can 


work 
your 


product! 


Ads like these are constantly reminding millions of 
consumers to “look in the Classified” section of 
their telephone directories for helpful service infor- 
mation. That’s why more people than ever are 
using this popular guide. 


Many leading advertisers are taking advantage 
of the increased usage produced by this advertis- 
ing. They have Trade Mark Service in the Classified 
to direct prospects to their authorized outlets. 


Their trade marks and brand names appear at 


for 


the classifications of the business. Under these are 
listed the names, addresses and telephone numbers 
of local outlets. (See sample on the right.) 


Trade Mark Service can help your business, 
both now and in the post-war period. Call the busi- 


ness office of the telephone com- 
pany and ask to have a Directory 
Representative tell you about this 


_— 
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Nee 


CLASSIFIED TELEPHONE DIRECTORY 


8860 YOUR BRAND NAME wi 
; * 
1t-8860 4 
8069.4 ’ oe 

A promotional message for 
be your service or product. gs 
' 
tw 258 “WHERE TO GET SERVICE” ” 
m-2447 Your’ Uocal Dealer’ His Address: .........--- Tel. No. m 
7285. Your Local Dealer His Address ...... arr Tel. - 
ty-2901 YOUR LOCAL His Address ....... Tel. 
06-1663 Your Local Dealer His Address .....---.--> Tel. No. 
YOUR DEALER His Address ....... Tel. No. 
tr 0474 Your Local Dealer His Address .....------- Tel. No. 
Your Local Dealer His Address ....-.-----> Tel. No. 
-9284 Your Local Dealer His Address ........---> y _ 
Vour Local Dealer Wis Address |; » >: --+-++*: Ss = 
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is encouraging. Last year, he said, 
22% of the company’s policies 
were written on the lives of wo- 
men. With the drafting of many 
fathers, New England Mutual be- 
lieves that the increasingly im- 
portant economic roles of wives, 
and the high cost of providing 
care for motherless children, war- 
rant the protection of a $4,000 or 
$5,000 policy in the mother’s name, 


Shows Insurance Need 


“We are calling to the attention 
of young fathers the possibility 
that, in the event of their wives’ 
deaths while they are in the Army, 
insurance on their lives becomes 
well nigh essential,’ Mr. Tibbott 
said. “There is very little that 
husbands who are far away, in 
combat service, can do in support 
of the home. 

“Even with the father at home, 
the death of the mother of a fam- 
ily comes as a financial shock,” he 
said. “It becomes necessary to 
employ help to take care of small 
children and in these times, if 
you get anyone, it is pretty costly. 
It’s an expenditure nine out of 
10 men can’t take care of out of 
income.” 

Advertising addressed to these 
wartime families is now appear- 
ing in Newsweek, The Saturday 
Evening Post and Time as well 
as in more than a score of college 
alumni magazines. 

At the same time, New England 
Mutual is inaugurating another 
program aimed at selling policies 
to the working girl. Entitled 
“This reminds me,” a date-and- 
expense book for an office secre- 
tary is being sent free to pros- 
pects who reply with the request 
for one to a letter sent to a highly 
selective list of names. The com- 
pany has already printed 10,000 
of these books and the interest in 
them is described as “phenom- 
enal.” Cost of both the letters and 
the books is charged to the sales- 
men. 

The figure of 500 in the field 
force cited by Mr. Tibbott repre- 
sents about half the normal num- 
ber affiliated with New England 
Mutual. About 30% of the force 
has gone to war and many others 
have left for war industries. 


APPEALS TO WOMEN 


Montpelier, Vt., April 19.—Ask- 
ing the direct question, “Should 
women own life insurance?” Na- 
tional Life Insurance Company 
uses its latest magazine advertise- 
ment to present a convincing case 
for an affirmative answer. 

There are many things insur- 
ance can do for women, the copy 
points out. Straight life insurance, 
it says, covers a vital need—par- 
ticularly in time of war. “Do you 
have small children solely depen- 
dent upon you?” the message asks. 
“Assure yourself that in case any- 
thing happens to you, they will be 
cared for—if not by a mother’s 
hand, at least by a mother’s wis- 
dom and foresight.” 

Right now, National Life tells 
prospective women policyholders, 
one out of every five policies it 
issues are purchased by women. 

A coupon invites prospects to 
write for a booklet, “Insurance for 
Women.” 


Joins J. M. Mathes 

S. Travers Neidlinger, formerly 
with the Curtis Publishing Com- 
pany, has joined the research staff 
of J. M. Mathes, Inc., New York. 


“WFDF Flint says the 
ride is safe.” 
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DOWN THE WAYS—Blue Swan Mills, 

New York, ran this ad in trade publi- 

cations in the women's wear field to 

announce that it has launched its most 

ambitious advertising program for Blue 
Swan Undies, 


Blue Swan Gives 
Undies Biggest 


Promotional Push 


New York, April 18.— Blue 
Swan Mills, manufacturer of Blue 
Swan Undies for women, has re- 
leased a new series of ads in some 
12 trade publications in the wo- 
men’s wear field announcing that 
the “most attention - compelling 
advertising campaign in its pro- 
motion packed history is sched- 
uled for virtually every available 
fashion magazine.” 

Starting with May issues, the 
company will break its consumer 
campaign in a list of 12 movie fan 
and women’s fashion magazines, 


of the state’s 


INDUSTRIAL 


PAYROLL 


is concentrated in 
Western Washington 
ve vy v& It’s a market 
demanding MORE than 
“one-city” coverage. 
That’s why TACOMA, 
as well as Seattle, is a 
MUST on every news- 
paper list. 


(Source: Wash. State Dept. Labor 
G Industries) . 


™News 


Tribune 


Tacoma, Washington 


Lorenzen & Thompson, Inc. 


employing full, third and two- 
thirds pages in black and white, 
two and four colors. ; 
Blue Swan maintains its execu- 
tive headquarters in New York 
and its plant in Sayre, Pa. Theo- 
dore J. Funt Company, New York, 
handles the account. 


Bermingham to Friduss 
Rutledge Bermingham, active in 
the industrial publishing field for 
the past 25 years, has been named 
business manager of Gene Friduss, 
Inc., New York, advertising pho- 
tographer. 


Tide Water Names Fisher 


Tide Water Oil Company of 
Canada, Toronto, maker of Veedol 
motor oil and Tycol industrial 
lubricants and greases, has named 
the James Fisher Company, To- 
ronto, to handle its advertising. 


National Income 
Hits All-Time 
High for 1943 


Washington, D. C., April 18.— 
Wages and salaries, the federal 
payroll and farm income swelled 
to new highs in 1943 to push the 
national income to a record $147,- 
900,000,000, nearly double the in- 
come of 1939, and profits reached 
an all-time high of $8,900,000,000, 
the Department of Commerce re- 
ports. 

Heavy gains were scored in 
wages and salaries, with payments 
reaching $102,000,000,000. Al- 
though wage rates increased mod- 
erately, overtime pay and other 
premiums forced private payrolls 
up $80,000,000,000, while the in- 


crease in the armed forces and 


other factors caused a 39% jump 
in the federal payroll. 

The net income of unincor- 
porated business rose to $23,900,- 
000,000, farm operators receiving 
half this total. Total farm income 
was up 27% to an unprecedented 
$12,300,000,000, largely as a result 
of the rise in farm prices. 

Despite the 7% rise in profits, 
dividends increased to a negligible 
extent, indicating that the funds 
were retained in corporative sav- 
ings. 

Consumer spending reached 
$91,000,000,000, an increase of 11% 
during 1943, with only a few lines, 
such as automobile, gasoline and 
furniture affected by curtailments 
in civilian production. 

While higher prices absorbed 
some of this increased spending, 
the Department of Commerce as- 


gan. Send complete data on your qualifications 
serted that “the American public || (Bex 4742, Advertising Age, 100 E. Ohio St., 
is enjoying an exceedingly high hoes 


level of real consumption,” spend- 
ing its money for food, clothing, 
tobacco, jewelry and services. 


‘Item’ Installs Press 


The New Orleans Item has in- 
stalled the first four units of giant 
twin presses, with the second four 
units expected to be ready for use 
in about three months. Each page 
of the Item is now nearly 1% in- 
ches longer and slightly narrower 
than before. 


WANTED IMMEDIATELY 


Draft-exempt, college-educated man under 30 
to fill an important job in the advertising de- 
partment of one of the country’s largest retail 
stores. To be acceptable applicant must be 
able to produce high-grade copy of an institu- 
tional nature; he must be a good y critic, 
and he must be capable of editing a house or- 


National Representatives 


Eighth of a Series 


A LETTER 


to the A gency Executive who likes 
to contemplate Big Figures 


Go astronomical with Textiles and Apparel! 


Once you look at a year’s production of this (the 
nation’s) second largest industry, it is easy to see the 
mighty potential here for your agency's new business 
schedule. 


Take the production of cotton woven goods for 
example: 2,378,892,382 pounds produced in a single 
year! Then there are the rayons, silks, woolens and 
worsteds to round out a neat ten billion yards of ma- 
terials. Of this astounding yardage, 21 billion women’s 
and children’s garments are made; the remainder of the 
yardage goes for men’s and boys’ apparel and other 
fabric uses. 


The annual wholesale value of Textiles and Ap- 
parel products each year runs well over the 7 billion 
dollar mark. Little wonder then that the Textiles and 
Apparel industry plays a major role in the nation’s 
industrial picture. 


Here is yardage that becomes fashions for Amer- 
ica’s millions and fabrics for America’s homes. It takes 
26 thousand manufacturers and converters with over 
two million employees to handle this gigantic industry. 
But in spite of the high rank of this next-to-the-top 
industry, Textiles and Apparel rates far down the list 
in trade and national advertising scheduled for Amer- 
ica’s industries. 

Women’s Wear Daily points out the possibilities 
here for alert advertising agencies. Textiles and Ap- 
parel, whose very success depends so much on aggres- 


sive advertising, finds itself relatively neglected in na- 
tional trade and consumer fields. Based on what other 
industries are doing, Textiles and Apparel has a 500 
million dollar potential in national trade and consumer 
advertising. It now does less than half that amount. 


We believe this industry offers one of the most 
attractive fields for agency development of any major 
industry in America today. 


Textiles and Apparel covers the types of products 
that need constant promotion. And many of the ac- 
counts in this field will respond readily to intelligent 
agency direction. They will welcome your experience, 
judgment and agency facilities to help them maintain 
good will of retailers and manufacturers now when 
supplies are scarce ...and to build greater sales for their 
products after the war. 


Women’s Wear Daily has a vast store-house of 
facts about this great industry. They are available to 


<5 ae 


The place of Women’s Wear Daily in the Fashions 
and Fabrics industries—retail, manufacturing and 
wholesale—is undisputed. It is the constant aid to 
thousands of America’s most important retailers, 
manufacturers and wholesalers. News-wise and idea- 
wise, it is the voice of authority. Advertising-wise it 
is the voice of the industry—its only daily newspaper. 


PUBLISHER 


Womews Wear Daily 


THE RETAILER'S NATIONAL NEWSPAPER 


Fairchild Publications 


WOMEN'S WEAR DAILY + DAILY NEWS RECORD + RETAILING HOME FURNISHINGS 


ae 


MEN'S WEAR + CHICAGO APPAREL GAZETTE + FAIRCHILD'S TRADE DIRECTORIES 
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Me) The Beloit (Wisconsin) Daily News carried more 


fee Fourth War Loan advertising than any other daily 


a newspaper in the United States, according to Treas- 


i 
Ree 3. 
ee 


mam ury Department figures. 


One hundred and ninety-one advertisements, 
totaling 172,830 lines, were placed in The Beloit 
Daily News by local manufacturers, merchants, and 
individuals during the campaign. 


And Beloit exceeded its quota of bond sales! 


Put This Live Newspaper On Your Schedule 
By placing first in the nation in Fourth War Loan 
advertising, the Beloit Daily News demonstrates: 

(1) that it is aggressive and in tune with the 
times, and 

(2) that it enjoys the cooperation of patriotic, 
prospering merchants and manufacturers. 
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BELOIT, WISCONSIN - 


§ THE BELOIT DAILY NEWS 


National Representatives: ARTHUR H. HAGG and ASSOCIATES, Inc. 
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DEAR JOE . . . . BUSINESS CHART OF THE WEEK . 
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Dear Soe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 


I guess you think you are doomed to go 
to school all your life. Well, it certainly 
looks like you are. 

You finished college and then started 
to school again here on the advertising 
staff, and just about the time you had 
mastered the funda- 
mentals of newspa- 
per advertising, you 
joined the air corps 
and started to school 
all over again. 

I am sure you 
realize that the mar- 
velous technical 
education your 
Uncle Sam has given 
you, on top of your 
classical college edu- 
cation and the busi- 
ness education that 
you started here, cannot help but be of 
great value to you when you come back 
to newspaper advertising, as I am assum- 
ing you will. 

But don’t think for a minute that your 
education is finished. While you have 
been away, newspaper advertising has 
changed tremendously. It has taken on 
innumerable new jobs and done them 
extremely well. It has developed new 
techniques and added greatly to its 
appearance and effectiveness. You will 
have to unlearn a lot of the old ideas 
and you will have to master all the new 
ones. Yes, it looks like you will have 
to go back to school again in advertising. 

One of the first things you will want 
to study is the new institutional and 
public relations technique. While you 
have been away, a whole new classifica- 
tion of newspaper advertising has been 
opened and developed with amazing 
results—results which I think guarantee 
its continuation and further development 
after the war. Advertisers converted to 
100% war production and with nothing 
to sell to the public, have learned how 
to sell the business itself through adver- 
tising. This new kind of advertising is 
at present being used to sell various 
phases of the war effort and to perpetuate 


H. M. McClaskey 


trade names. After the war it will, no 
doubt, be liberally used to sell the con- 
structive purposes of business to the 
public, as well as to its own employes. 

You are also going to have to learn a 
lot about color, young fellow, because 
your newspaper, and lots of others, are 
going out for color in a big way just as 
soon as new equipment can be had. It 
will be a great sales tool for you. 

The Continuing Study of Newspaper 
Reading, which was started just before 
you left, has developed a lot of new facts 
about copy and design which you will 
want to study closely, and because of 
newsprint rationing, our retailers have 
learned to do a much better job of adver- 
tising and they will, no doubt, insist on 
continuing this improvement. 

Now, before closing, just a few facts: 

Newspaper advertising collected 4,000,- 
000 tons of scrap metal in three weeks, 
enough to build more battleships than 
there are in all the Navies of the world. 

In 1943, more than $65,000,000 of news- 
paper advertising space was devoted to 
the sale of war bonds. 

In 1943, the total circulations of all 
newspapers reached an all-time peak of 
44,392,829—a gain of over 50% since 1920 
and a gain of over 1,000,000 over 1942. 

Here’s how the total advertising dollar 
was spent in 1943—newspapers, $622,000,- 
000; radio, $307,000,000; magazines, $232,- 
000,000; farm papers, $14,000,000. 

You will be glad to know that the 
aggressive and intelligent competition 
being given newspapers by radio bids fair 
to be a blessing in disguise. It has caused 
the formation of an aggressive new busi- 
ness committee by the American Associa- 
tion of Newspaper Representatives and 
appears to have put new life and 
aggressiveness into the Bureau of Adver- 
tising. Moreover, it seems to have 
prodded the newspapers themselves into 
more intelligent and more constructive 
sales methods. 

Finish the job and hurry back. 

HENRY M. McCLASKEY, 
Assistant General Manager, The 
Courier-Journal and Times, Louisville. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 

week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


By THE MAIL ORDER MAN 

Advertising artists do not like to work 
On mail order advertising—at least sev- 
eral have told me so. And I wonder if 
radio script writers usually like to work 
out commercials for mail order radio pro- 
grams. 

In publication mail order advertising— 
I have had small experience with radio 
—the limitations on the artist for illustra- 
tion and layout are sometimes brutal. The 
total space is often small to start with 
and there is so much else to get in that 
the illustration usually suffers. Unless it 
is a hidden offer ad, the coupon must be 
included and often testimonals and an 
illustration of the promised booklet or 
Catalog. In most cases, too, there is a 
large amount of copy which must be 
crowded in—sometimes as much as 900 or 
1,000 words in a 5%” x 8” magazine page. 

So the artist has small chance for either 
artistic layout or fine general illustration. 
As a result, mail order ads are often 
“buckeye” in appearance and sometimes 
horrible to look at. Our art director 
Shudders sometimes when he looks at 
them, even our own. There are occa- 
Sional exceptions but for the most part 
Mail order ads never win awards in ad- 


vertising art contests. 

The reason, of course, is that the ex- 
perienced mail order advertiser soon 
learns by result tests that beauty in bis 
ads must be secondary to other factors. 
If he can get a fine looking ad so much 
the better, but other things are more im- 
portant. He tries for an artistic ad but 
he will not sacrifice results for beauty. 
Getting his story over effectively and 
completely is more resultful than appear- 
ance. 

All of which leads to an interesting 
question—does mail order advertising ex- 
perience on this point have any lesson 
for the general advertiser? The adver- 
tising industry generally emphasizes 
beauty and artistry in its ads—applauds 
and gives its awards to artistic ads—looks 
down its nose at mail order advertising. 

But the mail order advertiser has to do 
more with his advertising than the gen- 
eral advertiser, for he has to attract at- 
tention, give information and get direct 
action. If he finds that other factors are 
more important than appearance, is it not 
possible that general advertising some- 
times places more emphasis on appear- 
ance than the reader does or than it 
should for best results? 


lhe Creative Wlans Corner 


Of all the bad advertising in America 
there probably is none so consistently bad 
as whisky advertising. 

And yet, certainly, among the dozen 
most notable campaigns in print today 


Bell-ringer 


I FOUR ROSES 


4 KY SHAT mentary 


cae 


Frankfort Distillers’ Four Roses must 
stand near the top. Month after month 
these amazingly simple, always striking 
advertisements continue their clear 
appeal. 

There is imagination in their making, 
a very great deal of it, but it 
is as purposeful as all the rest 
of the imagination in all the 
rest of the whisky advertise- 
ments is not. 

Most often it is the purpose 
of these Four Roses advertise- 
ments to illustrate and make 
memorable the name (one 
name out of hundreds in a 
crowded field) and to make 
this name, in itself, a symbol 
of quality... 

At other times it is the taste 
of the whisky that is pictured, 
or the sheer pleasure in its 
use. But always the campaign 
comes back, as it does in 
the advertisement reproduced 
here, to the name—the sym- 
bol. The feeling of the adver- 
tisement is always the same. 

The imagination is kept in control. 

The illustrations are primer clear. And 
so is the brief, plain text. In this case: 

If ever a whiskey rang the bell 
on every count, that whiskey is Four 

Roses! 

Iis delicate aroma may be the 
first thing that tells you that you’ve 


found an unusually excellent whis- 
key. 

Then, as you sip Four Roses, and 
savor its rich deep flavor, its mel- 
low smoothness, we think you'll 
arrive at the same conclusion so 
many others share: 

In a cocktail, highball, or straight, 
Four Roses is the one whiskey that 
simply can’t be matched. 


Compare that copy with the text in the 
Schenley Reserve advertisement: 


Like a bracing whiff of cool 
Spring-morning breeze . . . your first 
delighted taste of the fresh and 
sunny flavor of Schenley Reserve. 
You'll actually marvel that a whis- 
key could be so outstanding. Blend- 
ed with the touch of genius, the 
whiskey Schenley made first in 
quality has quickly ‘become Amer- 
ica’s first choice . . . because every 
drop is golden-smooth and mellow, 
like bright morning in your glass. 
You'll want to try it—soon. 


Not us! 

It may be that this Corner just can’t 
get whisky into its cool Spring-morning 
thinking. But be that as it. may the 
above is a not unfair example. There are 
others in almost every magazine and 


newspaper. Over the signatures of Sea- 
gram ...Calvert...Glenmore... Three 
Feathers .. . Old Crow .. . Old Charter 


. Old Grandad . . . P-M. Illustrated 
with ugly little men wearing crowns... 
absurd little colonels from Kentucky ... 


Yoursell...co 2 Teste chats | 
like Summ Morning! ee 


a plaster bust wearing spectacles. . 

. ostriches ... crows... Clocks... 
feathers ... gardenias. All to proclaim 
“America’s finest whisky.” 

One wonders why only the tricks and 
never the substance of Four Roses adver- 
tising have been copied? 

It can’t be as hard as the whisky people 
make it seem. 


. owls 


TAKE ANOTHER BRAND 


What housewives do when a store is out of stock 


SAMA 36% [20% 


Wee) 66.6% PIAL 


TAKE ANOTHER BRAND 


GO ELSEWHERE enact 


- - — American Association of Newspaper Representatives 
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Pabst Postwar 


Contest Draws 
37,000 Entries 


Chicago, April 19.—Receipt of 
$7,000 entries in the Pabst Post- 
war Employment Awards, the 
$50,000 national essay competition 
seeking a solution to reemploy- 
ment after the war, has resulted 
in postponing announcement of the 
winners from April 12 until some 
time during the middle of May. 


Because of the avalanche of 
entries, Pabst Sales Company said 
it has become necessary to delay 
the original announcement date so 
that the judges will have sufficient 
time to give the plans careful con- 
sideration. George V. Denny Jr. is 
supervisor of the awards commit- 
tee. 

Service men were the largest 
group of participants to submit a 
2,000 word solution to the prob- 
lem. Their entries were received 
from such far away outposts as 
Algiers, Australia, China, England, 
India, Italy and Murmansk. 


New York State, however, con- 
tributed the largest number of 
entries, which was 13% of the 
total. California followed with 
10%, and Illinois with 7%, while 
entries from Michigan, New Jersey, 
Ohio and Pennsylvania totaled 
18% of the plans submitted. The 
remaining 52% represent virtually 
every community in the United 
States. 

Four judges, Dr. Clarence Dyk- 
stra, Beardsley Ruml, Dr. Wes- 
ley C. Mitchell and A. F. Whitney, 
will decide who shall receive the 
first prize of $25,000; second prize 


of $10,000; and 15 prizes of $1,000 
each, which will be paid in war 
bonds as previously announced. 
Awards were set up by Pabst in 
commemoration of its 100th anni- 
versary. Warwick & Legler, New 
York, handles the Pabst account. 


. . s . 
Rejoins ‘Sports Afield’ 

Gordon H. Rogers, formerly 
with Young & Rubicam, New York, 
and prior to that eastern adver- 
tising manager of Sports Afield, 
has rejoined the publication as 
advertising director. 


Time: 


Scene: 


Characters: 


8:00 to 8:30 
and 8:30 to 9:00 
every Monday night 


Pacific Coast 


Sherlock Holmes 
(Basil Rathbone) star of Petri 
Wines’ Show, Sherlock Holmes 


Ben Willet (cliff Arquette) 


star of Union Oil’s Point Sublime 


wittet: “What's elementary?” 


woumes: “Well, your show and mine. More people on 
the Pacific Coast listen to us than to any other net- 
work on Monday nights.” 


wuter: “That’s right, Hooper gave your show an 11.2 
(in Los Angeles, San Francisco, Portland and Seattle) 


and mine an 11.5. 


.. course my show has only been 


on this network for 16 weeks!” 


Hoimes: Therefore our shows must be‘tops’...what!” 


The Nation’s Greatest Regional Network 


witet: “Well, I don’t know, maybe it’s Don Lee 
that’s ‘tops.’ After all, my show switched from another 
network where it got a high of 8.9.” 


Houmes: “Why, of course, man, it’s the network. I 
should have thought of that. By the same logic—other 
shows should get more listeners if they switched to 
Don Lee.” 


Author’s Note: Holmes doesn’t know how right he is. The 
counties in which the four Hooper rated cities are located (Los 
Angeles, San Francisco, Portland and Seattle) represent only 
50% of the Pacific Coast’s yearly $13,000,000,000 in retail 
sales— Don Lee dominates the other or “outside 50%”’; in fact, a 
special Hooper coincidental survey (the largest ever made on the 
Pacific Coast) showed that in many of the “outside 50%” mar- 
hets, the radio listeners were 60 to 100% tuned to Don Lee. You 
won't have to be a Sherlock Holmes to deduct that a good show 
on Don Lee will deliver more Pacific Coast listeners than the 
same show on any other network. 


Tuomas S. Lee, President 


ve 
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Lewis ALten Weiss, Vice-Pres., Gen. Mer. 
5515 Mevrose Ave., Hottywoop 38, Catir. 
Represented Nationally by John Blair & Co. 


Freight RATE ——F 
DISCRIMINATION.... 
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e Rock Real Estate Board 
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FIGHTS FREIGHT TARIFFS — Charg- 
ing discrimination against Arkansas 
products in freight rates, the Little 
Rock Real Estate Board has launched 
a series of newspaper ads asking pub- 
lic support in the fight for fair rate 
parity with competing regions. 


KSTP President 


Blasts at Union 
in Music Fight 


Minneapolis, April 19.—Stanley 
Hubbard, president of KSTP, to- 
day assailed a union policy which 
“sandbags” owners into hiring 
men they don’t need, in explaining 
the station’s side of a controversy. 
with the American Federation of 
Musicians’ local. 

“We are tired of being sand- 
bagged into agreeing to hire men 
we do not need,’ Hubbard said, 
“and it seems to us about time for 
a showdown to determine whether 
the government is going to stand 
for sandbagging and illegitimate 
union activity.” 

The union called out its musi- 
cians Saturday in KSTP’s new 
Radio City when the station re- 
fused, according to George Murk, 
president, Minneapolis Musicians 
Association, to increase their pay. 
Mr. Hubbard’s statement said 
KSTP had agreed to wage in- 
creases, pending WLB approval, 
but that the union had turned 
down every mediation and arbitra- 
tion proposal offered by KSTP. 


Mills, Crowell Elected 


by N. Y. Magazine Group 

Roger Mills, advertising repre- 
sentative for Woman’s Home Com- 
panion, has been elected president 
of the New York State Magazine 
Representatives Club. 

H. Dayton Crowell, advertising 
solicitor for Collier’s, has been 
elected secretary and treasurer of 
the club. 


Truesdell to Crosley 


Leonard C. Truesdell, formerly 
manager of the major dealer de- 
velopment department of the 
Frigidaire Division of General Mo- 
tors Corporation in Dayton, O., has 
been named assistant commercial 
manager of the manufacturing di- 
vision of the Crosley Corporation, 
Cincinnati, O. 


Medical Research 
Consultants 


DRUG ~ FOOD 


= eee 

FREDERIC DAMRAU. M.D. 
_ and Professional Associates 

247 Park Avenue, New York 17. N.Y. 


Wickersham 2-3638 
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April 25-27. American News- 
aper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 1-3. Association of Na- 
tional Advertisers, semi - annual 
membership meeting at West- 
chester Country Club, Rye, N. Y. 
Open to association members only. 

May 8-10. Lithographers Na- 
tional Association, war problems 
conference, Edgewater Beach Ho- 
tel, Chicago. 

May 16-17. Inland Daily Press 
Association, spring meeting, Chi- 


cago. 
, = 19-20. International Affili- 
ation of Sales and Advertising 
Clubs, spring conference, Hotel 
Brock, Niagara Falls, Ont. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
Westchester Country Club, Rye, 


aA 

June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 
June 5-7. Newspaper Advertis- 
ing Executives Association, 33rd 


Lewin Agency Named 
to Handle Two Drives 


Allied Toiletries Distributors, 
New York, will increase its adver- 
tising schedule of Carole Anne 
lipstick and other toiletries to 
include 27 national magazines. 
A. W. Lewin Company is the 
agency. 

Lewin also has been named to 
handle advertising of a new inlay 
process for placing durable char- 
acters on metal panels and chassis 
for Screenmakers, New York. 


Bowdler Joins Gibbons 


Stanley C. Bowdler, formerly 
engaged in advertising and public 
relations work in Winnipeg and 
Regina, has been named an ac- 
count executive of J. J. Gibbons 
Ltd., Vancouver. 


Huffman Opens Agency 

James V. Huffman, formerly 
with the Sam P. Judd Advertising 
Company, St. Louis, has opened 
his own agency in the Lauderman 
building, St. Louis. 


White Joins Lewis 

Harvey White, formerly with 
Paul Hesse and Tom Kelly in 
Hollywood, Cal., has been named 
head photographic illustrator for 
Frank Lewis, Inc., Chicago pho- 
tographer. 


Larson Gets Account 


Lloyd Larson Advertising, Chi- 
cago, has been named to handle 
the account of the Mineral Feed 
Division of the Marblehead Lime 
Company, Chicago. 


Resumes Original Name 

Radio and Television Today, 
New York, has been changed to 
Radio and Television Retailing, 
original title of the publication 
prior to 1941. 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


annual spring meeting, Hotel Com- : 


modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 8-9. American Marketing 
Association, war conference, Ben- 


jamin Franklin Hotel, Phila-|] 


delphia. r 

June 12-14. Pacific Advertising | @ 
Association, annual convention, 
Fresno, Cal. 


June 25-27. New England Coun- a 


cil of Advertising Clubs, summer 
conference, New Ocean House, 
Swampscott, Mass. 

Aug. 28-31. "National Associa- 


tion of Broadcasters, annual con- a. 


vention, Palmer House, Chicago. 

Sept. 22-23. National Industrial 
Advertisers Association, 
convention, Edgewater Beach 
Hotel, Chicago. 

Sept. 25-27. Southern Newspa- 
per Publishers Association, annual 
convention, Arlington Hotel, Hot 
Springs, Ark. 


Cincinnati Group to 
Hear Gaw and Stone 
Col. George D. Gaw, director of 


annual | 


the Direct Mail Research Institute | (am 


and the Color Research Institute, | | 


Chicago, and Robert Stone, direc- 
tor of sales for the American 


Bandage Corporation, Chicago, will | | 


be the principal speakers at the 
direct mail clinic to be conducted 
by the Advertisers’ Club of Cin- 
cinnati, O., on April 26 at the Gib- 
son Hotel. 

_ The Gaw exhibit, comprising 600 
lineal feet of direct mail pieces, 
will be displayed. 


Leading Agencies Rely on 


Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
Gre regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing...all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 


400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


“SEB. Ae 


A CLEAR CHANNEL STATION 


CHICAGO 11 


50,000 WATTS 


ILLINOIS 


720 KILOCYCLES 


MUTUAL BROADCASTING SYSTEM 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y. * PAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 


Es: : es en Tot 45 oes a 
poate. 5: 
ay bh "4 ¢ va oO Page deli. Ve 
tes 4 A fe a 
me es i ve = ae 
MAP a ae ne 
s” | Pe ee Pee : : ae, 
cK . 
ee aan 
get her 
- snsoounseshendsousisnadseasianseseaencenaienteasianotanaaenaamecsaneesss ee = 16 
: ee 
4 ee es 
eae - — 
Tice si , 2a ee ae ee ee Ps 7 tii (i tin - . a a 
h nn rt 7 — a 
vent: a 44 Lee Ge ee ee if si) es iy. @ 5 ; a ope Wee as 4 ig N aie 
5 ea “ae Me Oe ie, ae Vitae” ig *% % + i 
nched y ~ #¢ ay cea Os lg” i ee —— 
| pub- me: or o ¥ iy: - aaa 
+ rate a tae —_ 2! ' ae fF nal el 
ns. _ » _ i a ‘ m 3 Pr : 
ee ' me oo é ae ee ————— ; 
or a +S oN - . ‘ tai penne ? i Naghaaal *. - 
ges 4 : * ~ en —_ , hig 
P< 4 > ten, Oe me nc AMA Tics AAO maoapnetoonen . eae Co * aes Like 
a Pg teh ee i? ee ~~. } j ee ae Z a ie ae 
) a A wf f = 3 ett ‘sli ie 2 ds Ns aa ee , aus :. 
oe as a ‘a x bai As, ‘22 2 ; ? . HARR iS ‘ 3 ¥ ‘ee pe 
ib 3 i Ao, eee — : ; kg | as * wes i Sey 
we ta _ Swe Lo : 
C pie ETON 
— Mo ie 7 1F ets ics and ; ~ favt ighbor, though he build 8 4A e eed 
all sper me Se =o = Pe pe ie “ ; Ne ae prildexness the world fae ey See eet 
| eo (iy ~ DO year a path tobi dor" bs Ee agen 
ix : ior”; 2) — Pg will beat a ‘yee 8 sa 
——— a Fo “Wj ao. a ———— an” ade i edd 3 ; — 
fs hac j oa , ns Soe od i ae - 
; ts - 4 ek Sx a x , IP re aes teal s ae ei or en Bis, 
ae hall al Pe (7 "; : a — 4 ae 3 ° 
os , Le gl PN. ——— ——— — a oe oe oe ae 
3 —_—_—- a EP OUSETRAP CO: a a] = BA Ba Se, | cil 
| ay een STS —— Sli 
LE See tt Pe a lS ¥? “ie 
| gt _ ei % ay = Lo 4 ee 7 ae fi, 2 < EA Wo mee. —— es, = 
r pay. —— yf er te, on ee i=) ISG i eee —_ 
roval Me /, “ et W | Eee” 4 — #5 Tee; 
i ae d : ae a — . ea o A eee 
turned ge ~ fa * ww SE a tf ” mm . — a! es oa 
‘bitra- “oe Ee Aber. 4 CF —¥ —. —— ine Yo 
P. Sn ¢: bp gael ft... Se p—! (ae One Bag 
i Sa. Wi ~— |_—_—_- ae wet ie 
Sf Om . 2 ade Ad) Tal : ie” “4 hasan 
£ ae 7 ofa ic 
roup _——— % a “ ao ef at K\\\aa is 
repre- i faa, — ae tal . a a ae 
gazine ? 7 I g wy 2: > aie a , ee =" ers 
rtising AY. — Se: Y ee : ; 
rer of ' is ge ae PC fae ae 
a we a eg ae d “~ S/ : , ? ; iy Se 
a aa 2 rs its “Ghee ee ae » $ " a ae 
foay : _ aan ” <i 
rmerly f 3 , - ad , ne 
er de- ; ine’ } Frankly, Mr. Harris | still think there’s something missing in that proverb.”’ . 
al Mo- PR G ee 
is has Bey ee 
1ercial es 
ng di- — 
ration,  ——— 
—____-—_ 
oe a ae retail, OS I . - 
WGN carries. cee than _ = 
= i. sin leaks as _ ¢ 
D a ee ae 
Lgl * a major 7 os w 3 a ie “ay gan : i Gi. . : - : . ie . a 
| other i eee i epae fi de 
— coi 
. ICTORY eee 
M.D. BUY 
UNITED 
| sTAree eee 
: ” 8 ; WAR ‘ 
a Pee 
), STAMPS : 
x a 5 ie P ce ~ +s Pig He i. a = en a 3 3 * ; on Sige ty atid re: ae 7 “is. 
ra 4 any a ft feet eh ea : Z periim a 5 ie sei jt ae ea ae 2 : yi “ 2  % Pie a ; weer SS e: wid ; *y ee " > ol & ¥ 2 


PPL P LS DRE EEE 


Life was difficult without 
money...and so... 


Here is a mad, zany Adventure In Living—by a lovely 
lady who shall be nameless except as Zazza. But many 
great men in Continental Europe knew her—and how 
they remember her! Some of them still love her. You'll 
love her, too. Read this madcap feature, in Life Story’s 
fascinating May issue. 


ALSO: 2 COMPLETE NOVELS, 1 BOOK-LENGTHER, 12 THRILLING LIFE STORIES 
AND 15 TRUE LIFE FEATURES...EACH AN “ADVENTURE IN LIVING” 


ered Broadway’s Meanest Racket 
_ but hadn’t counted on falling in love. 
And the complete Life Story short 
novel Sinister Shadow will keep you 
peering into dark corners for days. 
Honorable Mention: Dear Frank ~ , 
Sinatra, I Get Along Without You Very Well, My 
Husband is a Prisoner of the Japs, Problem Child, 
My Mother by radio’s Mary Margaret 
McBride, and many others. Get the 
May issue of Life Story, while your 
newsstand still has it. 


or is the gripping May issue of 
Life Story, the only women’s ‘ 
magazine of its kind. Every page a 
page out of life—Page 1 entertain- 
ment. For example: You'll discover 
why Pat O’Brien, famous screen 
star, is also half of the World's Happiest Couple; 
why Eloise O’Brien has never regretted giving up her 

sueeees own career to help Pat “get along”. 
= You'll learn things about your own 
complexion, when you read and re- 
read Take Your Beauty Problems to 
a Doctor. You'll go along with Joe 
O’Hara, a smart cop—who discov- 


MAGAZINE 

The Only Women’s Magazine of Its Kind— 

Devoted Exclusively to ‘‘Adventures in Living” 
MAY issue now on sale at your newsstand 


One of The Great Family of Fawcett Magazines 


NOTE TO ADVERTISERS: Life Story’s circulation now 519,787 per month delivered (average Jan. Feb.March—1944). New 32-page 
color section. Premium-priced as 25c—99.8% newsstand demand. Advertising space still available. Fawcett Publications, Inc., 
1501 Broadway, New York 18, N. Y. 


Barr Co. Points 
Way to Employing 
Maimed War Vets 


Nine-Year Record 
Proves Handicapped 
Produce Well, Fast 


Chicago, April 19.—A source of 
manpower hitherto but slightly 
tapped, an object lesson to compa- 
nies now studying ways and means 
of employing war-maimed veter- 
ans when peace comes, is revealed 
in the sensationally successful 
program of G. Barr & Co. in em- 
ploying virtually only physically 
handicapped persons. 

No temporary or expedient 
measure, the policy has been in 
effect ever since George Barr, a 
young graduate chemist from St. 
Paul, founded the business in 1935. 


AOUVe Y AYe, Ap z; 

lost a leg in an accident and fo}. 
lowing his recovery found it a}. 
most impossible to secure employ. 
ment in either St. Paul or Chicago 
because of his handicap. 

With a limited amount of capita] 
saved from previous earnings he 
started a small business and be. 
cause of his personal knowledge 
of the difficulties encountered by 
physically handicapped in finding 
employment, decided to employ 
only those persons, as much as 
possible. Today, the company, 
manufacturing and assembling 
essential drug and pharmaceutica] 
products for the Army and Navy 
in ever increasing amounts, em- 
ploys 140 persons, of whom 127 
are physically handicapped—blind, 
mute, paralytic, minus arms or 
legs. The only employes not in- 
capacitated are those working in 
the office, serving as plant guards, 
etc., where it is manifestly impos. 
sible to use a handicapped person, 


Now Adding Veterans 


The company is now adding re- 
turning war veteran casualties to 
its employment rolls and plans to 
use them in increasing numbers, 
These handicapped persons receive 


The previous year Mr. Barr had 
M LZ Mh. 
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THEIR FAMILY PAPER 


There are two ways to collect cigar- 
ettes for the Boys in Service: solicit 
large donations from the wealthy, or 
spread the appeal so thoroughly and 
widely that thousands upon thousands 
of nickels and dimes come in. The 
Houston Post did both, in cooperation 
with the American Legion. We take no 
particular credit for the impressive do- 
nations secured by phone or personal 
calls, but over 6 million cigarettes pur- 
chased with nickel and dime contribu- 
tions prove once more the readership 
and influence in Houston Homes of 
Houston’s Morning Paper. 


Edited for the whole family, The Post 
influences the whole family. It is deliv- 
ered to the home, stays there, doesn’t 
end up on the floor of a downtown bus, 
because the average trip to work in 
Houston is not of paper-reading length. 


Twenty-five widely popular comic 
strips appear regularly in The Post. 
The housewife’s many interests are 
treated fully. It is strong in Sports, 
and is the only paper offering both 
Associated and United Press Services as 
well as New York Times and Chicago 
Tribune Press Services. 


Local advertisers capitalize on this 
whole-family appeal by bulking adver- 
tising in The Post when they want to 
reach the family as a group. And na- 
tional advertisers have increased their 
lineage 40.93% as against 18.56% for 
the closest competitor. Sell family needs 
through The Morning Paper.in Houston. 


APPEAL MADE TO GENEROSITY 
OF HOUSTON PEOPLE THROUGH 
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DOOR DELIVERED 
OR MAILED | 


NATURAL RESOURCES 
ASSURE HUGE 
PEACETIME MARKET 


Houston's Market is more 
than “A War Baby.” It 
reached its present size 
(1,000,000 consumers buying 
over: a quarter-billion 
yearly) by steady develop- 
ment of fabulous natural 
resources. Every 10-year 
census since 1850 has shown 
an increase of from 381.5% 
to as high as 111.4%, even 
during depression periods. 


Get into this market of the 
future now! 


The HOUSTON POST 


Represented by BURKE, KUIPERS & MAHONEY, INC. 


First in the Texas Morning Field 
in City and Suburban Circulation 


Ad 
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Advertising Age, April 24, 1944 


NATIONAL 
BABY WEEK 


April 29th through May 6th 


We are fighting for a 

better world to live in 

We want the best of 
__babies to live in it / 


BABY WEEK — Gerber Products, Fre- 
mont, Mich., offers this poster to re- 
tailers along with other dealer aids 
and tie-in mats for the promotion of 
National Baby Week and advertising 
for Gerber's Baby Foods. Large-size 
ads in 22 women's magazines have also 
been scheduled to carry the theme. 
Federal Advertising Agency, New York, 
handles the account. 


the same rate of pay as other 
workers in the industry without 
physical disabilities—and, said Mr. 
Barr, produce expediently and 
economically, never failing to meet 
production schedules. 

With 95% of its production going 
to the armed services, the com- 
pany in 1942 turned out a gross 
volume of about $150,000 and 
jumped it to approximately $625,- 
000 in 1943. In the first three 
months of this year it had orders 
on hand amounting to more than 
$1,300,000. In 1942 the company 
turned out 3,969,240 packages; in- 
creased this to 10,551,848 in 1943; 
and for the first quarter of this 
year estimates it delivered 32,500,- 
000 packages. 

“Our philosophy of _ utilizing 
handicapped individuals,’’ ex- 
plained Mr. Barr, “is to make the 
job fit the individual’s ‘incapacity’ 
rather than training the individual 
for a specific job.” Psychologically, 
he said, “these people are very 
much interested in contributing to 
the war effort and it has given 
many of them a considerable lift 
in life to feel they are playing a 
part in the country’s war program. 
Because there are usually many 
people with the same disability, 
none of them is particularly con- 
scious of his handicap and they 
are a very happy, contented 
group.” 


Suggests Others Follow __ 


Declaring that “it is our under- 
standing that we have the highest 
ratio of handicapped individuals 
of any private business in the 
country,” Mr. Barr asserted that 
“we see no reason why other firms 
cannot follow a similar program. 
It is neither complex nor difficult 
to set up and obtain the results 
we have secured. If business is 
convinced that such a program can 
be ‘good business’ from the stand- 
point of operational costs — and 
this we have proved—industry 
should entertain such a program 
more generally.” 

Frederic J. Trump, general sales 
Manager of the company since 
early 1943, and recently named 
vice-president, declared that the 


— 
Somewhere There Is A Top-Notch 


COPYWRITER 
ACCOUNT EXECUTIVE 
or 
ADVERTISING MANAGER 


who would give his eye-teeth for the 
Opportunity that exists in our small 
agency. 

Starting three years ago, we have made 
great progress as a “one-man” outfit. 
Today, we're ready to expand still more 
rapidly, 

To the right man, we offer not just a job 
that pays well, but an opportunity to 
get in on the ground floor and share in 
the profits of an agency that is “going 
places”, 

If you are fed up with crowded cities 
and top-heavy agency set-ups, here is 
the chance of a lifetime. Write— 


RY W. GANN ADVERTISING AGENCY 


Chamber of Commerce Bidg., Scranton 3, Pa. 


organization is engaged in postwar 
market research and product plan- 
ning and feels it will more than 
keep its presently expanded em- 
ployment roll after the war. The 
company attributes much of its 
success to advertising, he said, 
using space in the Macfadden 
Publications, Fawcett Group, 
Ladies’ Home Journal, Liberty, 
McCall’s and True Story, as well 
as in trade publications such as 
Beauty Fashion, drug and variety 
editions of Chain Store Age, Drug 
Topics and Syndicate Store Mer- 
chandiser. Fogarty Phelps Com- 
pany, Chicago, directs its account. 


Opens Drive for New 
Wallpaper Decoration 


An advertising campaign has 
been launched in national maga- 
zines by the Trimz Company, Chi- 
cago, in behalf of Applikays, the 
fourth and latest member of the 
Trimz ready-pasted family of 
wallpaper decorations. Half-page 
and two-thirds pages in black and 
white have been scheduled to run 
until late fall in Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful, House & Garden, 
McCall’s, Parent’s Magazine, True 
Story and Woman’s Day. 


. 


Applikays are cut-out floral de- 
signs, packaged in sets of seven 
pieces, and like other Trimz prod- 
ucts are coated with a patented 
adhesive base, are washable and 
fadeproof, and are easily applied. 
Retailed at 59 cents a package, 
they are distributed through de- 
partment, paint, hardware and 
chain stores, including Kress, 
Kresge, Woolworth and W. T. 
Grant. Sample and window dis- 
play cards as well as matrices for 
use in local newspapers are made 
available to dealers. MacFarland, 
Aveyard & Co., Chicago, is the 
agency. 
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R. R. Issues Magazine 

The Central Railroad of New 
Jersey has issued a new magazine, 
“The Coupler,” for distribution 
among its 12,000 employes. A com- 
mittee chosen from both labor and 
management is in charge. 


Dunn Named Manager 
Frank E, Dunn, formerly associ- 
ated with the New York office of 
Hearst Advertising Service and its 
predecessor, the Rodney E. Boone 
Organization, for the past 18 years, 
has been named manager of the 
company’s Boston office. 


every evening. 


when it 


375,000 people, 
almost 100,000 urban and sub- 
urban Connecticut families, are 
SOLD by the more than 80,000 
copies of The Register blanket- 
ing this rich Yankee market 


Your product will be SOLD, too, 
is advertised 
columns of this thoroughly ac- 
cepted “salesman.” 


representing 


in the 


*Write for ‘Register City”— 


The 16-page color brochure 
depicting this great market 


Reader Acceptance Assures Advertising Responsiveness 
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William H. Johns, 
Board Chairman of 
BBDO, Dies at 76 


New York, April 18.—William 
H. Johns, 76, chairman of the 
board and former president of 
Batten, Barton, Durstine & Osborn, 
died here yesterday. Mr. Johns 
was stricken with uremic poison- 
ing at his winter home in Boca 
Grande, Fla., April 6, and was 
brought to Flushing Hospital eight 
days later, where he remained in 
a critical condition until his death. 

Looked upon for more than 20 
years as a dean in advertising, 
and a forceful advocate of building 
up a proper appreciation of its 
ethics, Mr. Johns aided in found- 


ing the American Association of 
Advertising Agencies, of which he 
was the first president, and the 
Audit Bureau of Circulations. 

In February, 1936, a life time of 
distinguished service to advertis- 
ing received recognition when Mr. 
Johns, then chairman of the execu- 
tive committee of BBDO, was 
awarded a gold medal at a dinner 
at the Waldorf-Astoria, in the 
annual advertising awards estab- 
ro by Advertising & Selling in 


Agencies in Ill Repute 


When Mr. Johns went to work 
for the late George Batten’s one- 
man agency in the early 90’s, ad- 
vertising agencies bore such ill 
repute that virtually every large 
firm posted a sign in its lobby 
reading: “No beggars, peddlers or 
advertising men allowed.” 

“In those days,” Mr. Johns used 
to recall, “advertising was purely 
a bartering business, similar in 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINMIPEG 


KNOWS CANADA 
J.J. GIBBONS 


200 BAY STREET. - TORONT 


LT D. 


MERCHANDISING 


REGINA CALGARY EOMONTON VANCOUVER 


many ways to the business of 
horse - trading. An ‘advertising 
agent’ made up a list of papers 
and sold advertising in this list to 
the advertiser at the highest price 
he could get. Then he bought 
space in the papers at the lowest 
price he could wrangle, and the 
difference, whatever it was, was 
his profit.” 

The public confidence that ad- 
vertising enjoys today, its ethics 
and its growth, are due in part 
to the character, skill and energy 
of Mr. Johns. A few years ago, 
he wrote: 

“There was a time when it was 
possible to print out-and-out lies. 
But even the smallest advertiser 
knows these days that his adver- 
tising pulls in just about the pro- 
portion of its honesty. He knows 
that deception in advertising makes 
it incredible, and incredible adver- 
tising is less effective than none 
at all. The recognition of this fact 
has had a great deal to do with 
the rise of advertising as a highly 
respected and admirable profes- 
sion.” 


Born in England 


Born in Redruth, Cornwall, 
England, Feb. 10, 1868, the son of 


Coticrgh.,|lee Manet of Llabilldg 


MAYBE you never thought of it this way—but 
Pittsburgh has thousands on thousands of 
skilled workers at high pay—backbone of our 
basic industries. These men and women have 
lived here for years, will be at work after peace 
vt comes ... just as the same basic industries here 
’ Me will be back in peacetime production without X9 ( 


_ : any major reconversion. 


This precision electrical job—part of a giant 


The Pittsburgh 


Represented by the National Advertising 

Department, Scripps-Howard News- 

' papers, 230 Park Avenue, New York City, 

Offices in Chicago, Detroit, Memphis. 
Philadelphia and San Francisco. 


No. 


waterwheel generator for Grand Coulee Dam— 
is a symbol of electrical industries whose thou- 
sands of workers are a rich and stable market 
for you—to say nothing of steel, coal, glass, 
food products and other basic industries. 


OF THE PEOPLE have lived here 
three years or more .. . 52% of 
them 10 years or more. They won't 
be moving away! 


Press 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 
IN TOTAL ADVERTISING 


ee 


the Rev. John Johns, a Methodist 
minister, and Mary (Hingston) 
Johns, Mr. Johns was brought to 
this country at the age of five 
by his parents. He attended gram- 
mar school 68 in W. 128th St. and 
in 1887 received his A. B. from 
the College of the City of New 
York. In his honor the 1937 chap- 
ter of the college’s Alpha Delta 
Sigma fraternity was named the 
“William H. Johns Chapter.” 

Mr. Johns began his business 
career in 1887 as a copywriter with 
the New York publishing house of 
Funk & Wagnalls Company, where 
George Batten was advertising 
manager. Two years later, when 
Mr. Batten began his advertising 
business, Mr. Johns joined him as 
space salesman. When he made six 
mistakes in quoting one of Bobby 
Burns’ poems in the advertisement 
of a client, he was fired, and for 
the next two years worked as a 
clerk with Blair & Co., bankers. 
He rejoined Mr. Batten in 1892 
and a few months later signed up 
his first important client, largely 
because of his ability to play an 
organ at a prayer meeting. 

The agency received an inquiry 
from a large flour milling company 
in Duluth. Assuming similar in- 
quiries had been sent to other 
agencies which would follow the 
then common practice of replying 


| by mail, Mr. Batten and Mr. Johns 


decided the latter should travel to 
Duluth. The prospective client 
invited Mr. Johns to a prayer 
meeting and when the organist 
failed to appear Mr. Johns strode 
to the organ and played the serv- 
ice. The next day he got the con- 
tract and a wire from his boss 
announcing that “company” would 
be added to the firm name. 


Johns Becomes President 


Upon Mr. Batten’s death in 1918, 
Mr. Johns became president and 
11 years later when it was merged 
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William H. Johns 


with the company headed by 
Bruce Barton, Roy S. Durstine and 
Alex F. Osborn, he became first 
president of BBDO. He served in 
that capacity until 1936, when he 
became chairman of the executive 
committee. 

In 1939 advertising circles were 
surprised by a general shakeup in 
the agency, highlighted by the 
resignation of Mr. Durstine, who 
was then president. He was suc- 
ceeded by Mr. Barton, while Mr, 
Johns took Mr. Barton’s post as 
chairman of the board. The busi- 
ness he had entered had grown 
from two men and a secretary 
with annual billings of less than 
$300,000, to an organization of 
more than 300 with a yearly vol- 
ume running into many millions of 
dollars. 

During World War I, George 
Creel sent Carl Byoir to enlist the 
aid of the Four A’s in mobilizing 
the advertising industry in the war 
effort, and as a result Mr. Johns 
was appointed by President Wil- 
son as chairman of the Division of 
Advertising of the Committee on 
Public Information, comprising 


NO OTHER METROPOLITAN 
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**A? SCHEDULE MARKET 
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CherZoniGaller-Cimes 
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service center . . . a deep 
water port... a transporta- 
tion center . . . a manufactur- 
ing center... a base for na- 
tional defense . . . a Naval Air 
Training Center . . . a resort 
center... a focus of geat THIS 11-COUNTY 
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members of every branch of ad- 
yertising, an organization whose 
activities closely paralleled those 
of today’s War Advertising Coun- 


cil. 
Evolved Trademarks 


He was one of the leading trade- 
markers of his day and his fertile 
prain conceived the famous “ham- 
mer the hammer” trademark of 
Iver Johnson revolvers, the Dutch 
Boy trademark of National Lead 
Company and scores of others. 

A true artist, devoted to his 
work, kindly to a fault, broad in 
his views, Mr. Johns subordinated 
himself to the extent that his name 
never figured in the agency’s title. 
A large man physically, weighing 
200 pounds, Mr. Johns liked large 
things about him. He carried pen- 
cils half an inch in diameter and 
an extra-large fountain pen. He 
smoked long, fat cigars and in res- 
taurants he habitually ordered a 
“large cup of coffee” and a “large 
slice of pie.” 

His habit of arriving early at 
the office was directly responsible 
for his agency getting a large con- 
tract. A Cleveland druggist wan- 
dered into his office, then in Park 
Row, at 8:30 one morning, ex- 
plaining that he had an appoint- 
ment with the agency next door 
to discuss a new product he made 
in the rear of his store. The com- 
petitor wasn’t open at that hour 
of the morning, and Mr. Johns got 
the Pompeian massage cream busi- 
ness, which grew into one of the 
biggest cosmetic accounts in the 
business. 


Honored at Luncheon 


Two years ago, when he ob- 
served his 50th anniversary in 
advertising, 300 BBDO employes 
honored him at a luncheon. Quot- 
ing the epitaph of Christopher 
Wren in St. Paul’s Cathedral, Lon- 
don, of which Wren was the archi- 
tect, Bruce Barton, president of 
BBDO, said: “If you would see 
his monument, look around.” 

Until a few months ago, Mr. 
Johns appeared regularly in his 
Madison Ave. office. Last August 
he wrote a colorful account of the 
blizzard of ’88 for the BBDO house 
organ. 

A firm and unwavering believer 
in a high moral and ethical code 
for all advertising in general, and 
for his agency in particular, Mr. 
Johns’ influence made itself felt to 
the extent that BBDO made it a 
point never to accept any hard 
liquor account. 

Mr. Johns was a member of the 
Union League Club, the Bayside 
Yacht Club, the Oakland Golf 
Club and the Plandome Golf Club. 
He was a former president of the 
Queens Chamber of Commerce, a 
director of the Bayside National 
Bank, vice-president and director 
of the Flushing YMCA, trustee of 
the Flushing Hospital and senior 
warden of All Saints Episcopal 
Church. 


THOMSON LAUDS 
IDEALS OF JOHNS 


New York, April 18.—William 
H. Johns, one of the founders of 
the Audit Bureau of Circulations, 
was dean of American advertising 
In the broadest sense, for he was 
the inspiring teacher of a host of 
men and women whom he trained, 
P. L. Thomson, president of ABC, 
said in lamenting the loss of his 
old friend. 

“To have worked with him and 
to have shared his ideals was in- 

ed a privilege,” Mr. Thomson 
said. “He passes from the scene 
of his long and fruitful career 


LET ME DOA 
MONTHLY POSTER 
MESSAGE FOR 
YOUR BUSINESS 


Give me a specific problem 
—size of mailing list—and 
Pil send you a “Picture 
Analysis” —specimens—and 
costs. (Noobligation, of 
course.) 


leaving the business of advertising 
the richer for his contribution to 
it, held in honor by all, and in 
affection by those of us who 
counted him our friend.” 


Silke Joins Edwards 

Harry Silke Jr. has resigned as 
assistant director of the Southern 
California OPA to become public 
relations director of Helen Ed- 
wards & Staff, Los Angeles per- 
sonnel consultant. He will con- 
tinue to serve as public relations 
advisor for the local OPA. 


Petri Named President 
of Petri Wine Company 


Louis A. Petri has been elected 
president of Petri Wine Company, 
San Francisco, to succeed his 
father, Angelo Petri, who has been 
named chairman of the board. 

Albert Petri has been named 
executive vice-president and L. N. 
Bianchini, formerly an assistant 
secretary, has been named vice- 
president of the company. 
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Spotts to TelAutograph 


Robert L. Spotts, formerly assist- 
ant comptroller of Devoe & Ray- 
nolds, has been named secretary 
and treasurer of TelAutograph 
Corporation, New York. 


Loeb Joins Filmakers 


Leon Loeb, recently discharged 
from the Army, has joined Asso- 
ciated Filmakers, New York, as 
sales promotion and public rela- 
tions director. 
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‘Gets Machlett Account 


The Machlett Laboratories, with 
plants at Stamford and Norwalk, 
Conn., has named St. Georges & 
Keyes, New York, to handle its 
advertising. 


Miss Rusch to Neal 


Louise E. Rusch, formerly in the 
catalog advertising division of 
Spiegel, Inc., Chicago, has joined 
the copy staff of the Neal Adver- 
tising Agency, Chicago. 
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This great reserve fund for post-war 
buying assures a continuance of 
today’s retail sales volume, now the 
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Slates Magazine Space 


The Fulper Pottery Company, 
Trenton, N. J., has returned to the 
national advertising fold, schedul- 
ing space through Tracy, Kent & 
Co., New York, in national maga- 
zines and business papers. 


Joins Beverage Group 


Beverage Media, New York, has 
become affiliated with Associated 
Beverage Publications, New York, 
recently formed national group of 


papers. 


selected local liquor business 
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Canadians Plan Vast 
Postwar Expansion 


Canada’s vegetable products in- 
dustry will spend upwards of 
$65,600,000 during the first three 
years after the war for construc- 
tion, expansion, rehabilitation, new 
equipment and maintenance, ac- 
cording to findings based on a 
national survey conducted by the 
postwar research department of 
the MacLean Publishing Company, 
Toronto. 

Expecting to provide 20,000 new 
jobs, employing five persons for 
each four employed in 1939, the 
industry also plans to supplement 
its regular production lines with 
new products ranging from food- 
stuffs to waterproof clothing and 
plastics. The survey, first inde- 
pendent, nationwide examination 
of the latest plans of Canadian 
business, was made among 2,400 


~~ Saga maa in all parts of Can- 
ada. 

The MacLean researchers also 
found that the flour and feed in- 
dustry plans to stimulate Canada’s 
postwar business by a 107% in- 
crease in expenditures for new 
machinery and repairs during the 
first three years after the war. 
Canadian biscuit, confectionery 
and cocoa companies, the survey 
found, plan to create 2,100 new 
jobs and spend $6,500,000 for 
packaging and equipment in the 
same period. The brewing indus- 
try, according to the survey, ex- 
pects to provide one-third more 
jobs after the war than in 1939. 
It qualified this estimate, however, 
by declaring that one year after 
hostilities end, 2.4% fewer work- 
ers will be employed than the 
average for 1943. 

* oo * 


“First call” on postwar jobs will 


POWDER METALLURGY 


transforms tungsten carbide powders into 
tools that cut the toughest steel at unpre- 
cedented speeds. Under MARS’ guiding hand, 
hydraulic presses have been developed which 
briquette the powder at 30 tons p.s.i.; elec- 
trically-heated hydrogen furnaces which sin- 
ter the blanks at temperatures up to 2,750 
deg. F. Scrap and time-consuming machining 


are virtually eliminated. 
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ARE YOU BY-PASSING important buying factors in the 
metal industries when your advertising reaches only a 
section of this diversified market? MARS (METALS 
and ALLOYS Readers) are the practical engineers di- 
rectly responsible not only for materials but for the 
processes and equipment used in fabricating them into 
finished products. 16,000 of these men meet every 
month in METALS and ALLOYs to learn how their speci- 
fic developments may benefit from the collective 
knowledge of all the metal industries. Will you be on 
hand when they want help on jobs like these? .. . 


MAGIC... now 
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THE NOOSE TIGHTENS +++ around the Axis in both theaters of war, and as it tightens so will 


SUPER-SPEED FINISHING .. 


parts, with greater mechanization at every 
step, keeps fighter plane production at peak. 
Monorail carriers, lift trucks, conveyor belts, 
and other time-and-labor-saving devices per- 
fected by MARS carry parts in and out of 
degreasing and anodizing tanks, 
spray booths, and finally under banks of 
high-speed-drying infra-red lamps. 
operations have been cut to the minimum. 


+ of aircraft 


through 
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there be a gradual loosening of restrictions on materials and equipment for normal production. 
Will you be ready for the conversion? The greater competition ahead? Lower prices? Improved 
products? MARS will be in the forefront then with new developments as they are today. 
Keep MARS posted now on what you have to offer! 
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PISTON PERFORMANCE... is improved in 


marine pumps, locomotives, aircraft, other 
equipment — with MARS development of 
piston rings of bronze. In the marine field 
they avoid corrosion; provide a better oil 
seal for aircraft engines. Bronze-gray iron 
combination rings reduce wear on both rings 
and cylinders for locomotive cylinders and 
valves. Methods of molding and casting are 
essentially the same as for cast iron rings. 


METALS 
ALLOYS 


REINHOLD PUBLISHING CORPORATION 


330 W. 42nd Street, New York 18, WN. Y. 
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QUANTITY PRODUCTION—With this 
1,000-line newspaper insertion, Repub- 
lic Aviation Corp. has launched a series 
based on the Thunderbolt fighter being 


turned out in record numbers. U. S. 

and Canadian aviation magazines and 

Latin American publications also are 

on the list. Erwin, Wasey & Co., New 
York, is the agency. 


be given to service men by the 
Ford Motor Company when its 
production lines again start turn- 
ing out automobiles, Henry Ford 
promised last week in a letter to 
Brig. Gen. Frank T. Hines, director 
of retraining and reemployment, 
“After all,” said Mr. Ford, “peo- 
ple have made a lot of money out 
of this war, and the service men 
have made nothing. . . As far as 
we are concerned, all they have 
to do when we are ready to start 
producing cars again is to come 
in and go to work.” 
ok * ak 

“Is a ‘war boom city’ necessarily 
destined for a postwar boom- 
erang?” 

“No,” firmly answers Wichita, 
Kan., which had its population 
practically doubled overnight, cit- 
ing results of a survey made among 
its 60,000 war workers. The study 
showed that one-third of the city’s 
postwar employment problem will 
take care of itself inasmuch 4s 
34% of the workers said either 
they expected to leave the city or 
would not wish to work. Half of 
the remaining 66% expressed the 
desire to enter fields other than 
factory work. 

The result then, the survey 
points out, is that Wichita’s 
postwar job is really to adjust 
about one-third of those now en-| 
gaged in war work, plus several % 
thousand returned service men, 
This Wichita can do, the City 
Planning Commission believes, 
through public and private con- 
struction projects, by attracting 
new enterprises, particularly those 
in the aviation industry, and by 
carrying through current postwar 
plans of several local industrial 
organizations that call for more 
employes than existed in prewar 
Wichita. 

“In going all out for war,” the 
postwar planners asserted, “the 
people of Wichita have held back 
a flood of activity which, when 
loosed, will help to meet postwar 
employment with a bang, not 4 
boomerang.” 


Sells Reference Service 


Public Relations Review, Hart- 
ford, Conn., has sold its Public 
Relations Reference Service 0 
Public Relations Service, 620 Fifth 
Ave., New York, headed by Fred 
Eldean, formerly assistant director 
of public relations for General 
Motors Corporation. 


ONE REASON WHY 
“No Burton Browne client 

has a competitor with 

better advertising” 
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Whe two refrigerators and T wish they were both Serveie” 
i, Vim Seats 


TESTIMONIAL—This is the first of a 

series of testimonial ads by Servel, 

Inc., appearing in seven leading mag- 
azines. 


New Servel Drive 
Uses Unsolicited 


Testimonial Copy 


Evansville, Ind., April 18.—Ser- 
vel, Inc., has started a new series 
of unsolicited testimonial ads for 
Servel gas refrigerators featuring 
endorsements by such prominent 
owners of the product as Mar- 
garet Speaks, Ray Milland and 
Brian Donlevy. 

Miss Speaks’ testimonial ap- 
pears in the first of the series, 
headlined “I have two refrigera- 
tors, and I wish they were both 
Servels” and which includes her 
signature. 

Full-page, black and white ads 
are scheduled for regular inser- 
tions in American Home, Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Liberty, The Saturday Evening 
Post and Woman’s Home Compan- 
ion for the remainder of 1944. A 
Saturday morning CBS network 
program, “Fashions in Rations,” 
will also adopt the new campaign 
theme. Plans are in progress to 
expand the drive to tie-in news- 
paper ads with local gas compa- 
nies throughout the country. 

Copy for the new campaign 
predicts a new Servel all-year gas 
air conditioning system which will 
heat homes in winter and cool 
them in summer, and keep per- 
fect humidity, all with one simple 
unit. It also tells the 2,000,000 
people who own Servels today to 
keep in touch with their local gas 
company for newer and more at- 
tractive models as soon as the war 
is over. 

Batten, Barton, Durstine & Os- 


born, Inc., New York, is the 
agency. 

Milliken to OWI 

John Tait Milliken, formerly 


assistant program manager of the 
Chicago regional office of the War 
Production Board, has been named 
chief of the business press section 
of the Office of War Information’s 
domestic news bureau. He will be 
in charge of furnishing official war 
agency news to business and in- 
dustrial publications. Mr. Milli- 
ken, with 16 years of experience 
in the business and financial pa- 
per fields, was assistant financial 
editor of the Chicago Sun before 
Joining the WPB last fall. 


Nichols Joins Kudner 


Joel Nichols, former copy chief 
at Maxon, Inc., has joined the 
Copy department of Arthur Kud- 
ner, Inc., New York. 


ages A 
alae 


G. Washington to 
Introduce New 
Coffee Products 


Morris Plains, N. J., April 18.— 
A new campaign has been launched 
for G. Washington Instant coffee, 
product of G. Washington Coffee 
Refining Company, subsidiary of 
American Home Products. The 
new product, packed in glass jars, 
is an improved form of concen- 
trated soluble coffee. 

Two-thirds and half-page ads in 


Good Housekeeping and Ladies’ 
Home Journal, spot radio an- 
nouncements, business publications 
and newspapers in six New Eng- 
land markets have been scheduled 
to carry the campaign for the 
remainder of the year, with fre- 
quent additions planned as wider 
distribution for the new product 
is attained. Copy stresses double 
value of the product, since only 
half a teaspoon makes a full cup 
of coffee. 

Another new product of the 
same company, Cafemelo, a 100% 
pure coffee with dextrine, dextrose 
and maltose content, will be intro- 


duced to the consumer market via 
spot radio announcements begin- 
ning May 15. Ruthrauff & Ryan, 
New York, handles both accounts. 


Chirurg Appoints Two 

Flavel D. Ray, formerly copy 
chief of the United Drug Com- 
pany, Boston, has joined the James 
Thomas. Chirurg Company, Bos- 
ton, as copywriter and account 
executive. Kenneth H. Parsons, 
formerly with Sutherland-Abbott, 
Boston agency, has joined the New 
York office of Chirurg as an ac- 
count executive. 


Editors Will Confer 


Five hundred editors are ex- 
pected to attend the wartime con- 
ference to be held May 31 and 
June 1 at the Hotel Cleveland, 
Cleveland, O., under the auspices 
of the National Council of Indus- 
trial Editors Association. 


Curtis Leaves ‘Druggist’ 

Clay Curtis has resigned as pro- 
motion manager and special rep- 
resentative to selected accounts of 
the American Druggist, New York, 
effective May 15. - 


New York . 


Chicago 


BACK in 1849, the Gazette told readers: ‘‘A mes- 
senger boy of the name of Andrew Carnegie found 
a draft for the amount of five hundred dollars. Like 
an honest little fellow, he promptly made known 
the fact, and deposited the paper in good hands 
where it waits identification.” 


Andrew, newly arrived from Scotland, was only 
fourteen. He had come to Pittsburgh at a propitious 
time. For the city was coming of age—had grown 
from a tiny frontier village to a budding metropolis 
and the curtain was rising for a period of great in- 
dustrial expansion in which the Gazette’s “honest 
little fellow’’ was destined to play a leading role. 


Largely because of men like Carnegie, Pittsburgh, 
during the next fifty years. became the steel center 
of America. Today, Pittsburgh steel is an integral 
part of the civilization of the entire world and is 


. Philadelphia = * Boston 


The Post-Gazette Introduced A Great Man 


blazingly alive on every Allied battlefield defending 


that civilization. 


When the first notice of Andrew Carnegie ap- 
peared, the Pittsburgh Gazette had already been a 
force in the progress of the community for over half 
a century. Today, after five generations of service, 
it has a backlog of goodwill and reader-confidence 
that provides a plus value to all advertisers. 


PITTSBURGH 
POST-GAZETTE 


Founded 1786 


° Detroit ° San Francisco e 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES. 


Los Angeles . Portland 
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A. W. Erickson’s 
Desert Sanatorium 


Given fo Tucson 


Philanthropy of 
Adman Involves Gifts 
of $1,500,000 


By IRVING GENATT 

New York, April 18. — Little 
known and seldom if ever related 
in detail, are the philanthropic 
traits of Alfred W. Erickson, 
agency founder, who died in 1936 
and whose benevolence last month 
culminated in the bestowal upon 
Tucson, Arizona, of one of the 


most spacious hospital-sanatoriums 
in the nation. 

Mr. Erickson, were he alive to- 
day, doubtless would approve the 
recent action of the board of 
trustees, to whom he turned over 
his Desert Sanatorium before his 
death, which presented the entire 
property to a group of public- 
spirited citizens of Tucson pri- 
marily interested in furthering 
the advancement of medical sci- 
ence and alleviating the bodily af- 
flictions of mankind. 

Mr. Erickson never cared for 
publicity and his philanthropies 
were not too widely known. Hop- 
ing that scientific research and ac- 
tual application to patients of 
heliotherapy (sun treatment) 
might prove of great value in the 
treatment of many ailments, Mr. 
Erickson in 1929 acquired the Des- 
ert Sanatorium, which was found- 
ed in 1926. At that time most of 


the buildings were completed and 


the sanatorium had been in opera- 
tion for a comparatively short 
time. 

Mr. Erickson immediately or- 
ganized the Erickson Trust and 
turned the property, which was 
incorporated under the name of 
The Desert Sanatorium of Ari- 
zona, Inc., over to the trustees to 
be operated as a non-profit insti- 
tution. His initial investment in 
the enterprise approximated $1,- 
000,000. 

Up until he died in 1936, the 
late McCann-Erickson agency 
principal was the dominating in- 
fluence on the board, and contrib- 
uted large sums toward building 
up and maintaining the institu- 
tion. The aggregate of these con- 
tributions, including the original 
investment, was not less than 
$1,500,000. The original cost of 
the plant and equipment was con- 
siderably in excess of $800,000 
and the contributions he and 
Mrs. Erickson subsequently made 
easily approximated an equal 
amount. 

In his will Mr. Erickson be- 
queathed a substantial sum to the 
trustees, who were Mrs. Erickson, 


John L. Anderson, Ralph W. St. 


Hill, E. O. Perrin and George 
Darnell, a Tucson attorney. As 
this bequest was not in the form 
of an endowment, it was ex- 
pended in rebuilding the drive- 
ways on the sanatorium grounds, 
installing new heating equipment 
in the buildings, modernizing the 
kitchen, increasing the surgical 
facilities, air conditioning portions 
of the plant and in various other 
major improvements. This work 
was done in 1937 and 1938. 


Maintains High Standard 


While Mr. Erickson’s original 
hope, that the development of 
heliotherapy would prove a great 
boon to medical science, was never 
fully realized, the institution dur- 
ing its entire existence has en- 
deavored to maintain the highest 
standards of medical service. 

All research activities con- 
ducted at the sanatorium, many 
of which have been important in 
accomplishment, were financed in 
the early years by contributions 
made by Mr. Erickson, as there 
was no operating profit available. 
More recently, however, under the 
direction and management of Dr. 
Roland Davison, the sanatorium 
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@ Under pressure of its enthusiastic reception by both 


readers and advertisers INDUSTRIAL AVIATION now steps 
out as a separate magazine. Such prompt response to a medium 


directed exclusively to executives and key personnel in the air- 
craft industry has forced a stepping up of all plans for INDUS- 
TRIAL AVIATION’s growth. It’s a newer, bigger, better maga- 
zine— independent of “Flying” —individual in format—and keyed 
to the thinking of a specialized group representing substantial 


buying power. 


Written exclusively for aeronautical engineers and other pro- 
duction executives, INDUSTRIAL AVIATION brings to this 
field new engineering and production techniques—new products 
and designs—all the data of importance to the key men at the 
core of their market, in a distinguished format using four color 


covers and enamel paper. 


Followed closely, and thoroughly read by these key men— 
INDUSTRIAL AVIATION presents to the advertiser an out- 


as hea \ ee ; 
¥ » a 
: \Y 


Industrial Aviation 


Magazine 
CIRCULATION HIGHLIGHTS 


Circulation of INDUSTRIAL AVIA- 
TION covers only engineers, produc- 
tion executives, purchasing agents and 
key executives; approximately 15,000 
men who design, specify and buy the 
enormous volume of materials used in 
this class market. There is no waste cir- 


culation—every man who reads INDUS- 


standing opportunity to aim his message directly at heads of the 
aviation market—at an amazingly low cost. Ask an INDUSTRIAL 
AVIATION representative for full details. 


ZiFFe-DAViIS 


NEW YORK -« 


WASHINGTON «+ 


PUBLISHING 
540 NORTH MICHIGAN AVENUE, CHICAGO 11, ILLINOIS 
LOS ANGELES * 


LONDON °* 


TRIAL AVIATION has the power to 
act, at once, upon your advertisement! 
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Save 7 Age, Ap +, 

has shown no operating deficit 
and certain research activities 
have been conducted with funds 
secured by him from othe, 
sources. 

Since 1936, Mrs. Erickson has 
been the dominating member 9 
the board and has made substap. 
tial contributions to the sana. 
torium. More recently, these con. 
tributions have been for a specific 
purpose, such as the purchase of 
new X-ray equipment, improve. 
ment of surgical facilities, etc. 


Hospital Closed 


Last May, when the medica) 
director found it impossible to op. 
erate the sanatorium with a max. 
imum of efficiency due to depleted 
staffs, the board decided to Close 
down the hospital part of the san. 
atorium. 

When Consolidated Vultee Air. 

craft Corporation built a huge 
plant in Tucson, the increase ip 
the city’s population taxed the 
facilities of its only hospital. It 
was then that Tucson citizens 
formed a steering committee, 
headed by Rev. George Ferguson, 
an Episcopal clergyman, for the 
purpose of sounding out Mrs, 
Erickson, who maintains a winter 
home in that city, and other mem- 
bers of the board on the possibili- 
ties of either renting or buying 
the sanatorium and its adjoining 
hospital accommodations. 
Others on the committee in- 
cluded Mrs. Margaret Sanger Slee 
and Lewis S. Rosenstiel, chairman 
of the board of Schenley Distillers 
Corporation, who, like Mr. Erick- 
son, believed in the _ salubrious 
climate of Tucson and took his 
wife to live there for a number 
of years. Mr. Rosenstiel has been 
a beneficent contributor to the 
support of the sanatorium. 


Trustees Make Offer 


The trustees offered to deed the 
160 acres, its collection of 18 
buildings and all hospital equip- 
ment and other furnishings to the 
citizens of Tucson providing suffi- 
cient public interest in its mainte- 
nance be shown and that a sub- 
stantial sum of money be raised 
which would ensure operation of 
the sanatorium and hospital with 
a modicum of efficiency. 

The committee raised $250,000 
and on March 2 the board turned 
over to the organization, for the 
sum of $1, a property which has 
a value, after generous deprecia- 
tion, of $500,000 or more, together 
with a national reputation for the 
highest type of medical service. 

This organization, which will 
operate the sanatorium on a non- 
profit basis, has renamed its new 
acquisition the Tucson Medical 
Center Corporation. It is expected 
to enlarge the property to double 
its present capacity, and as a com- 
munity hospital its facilities will 
be open to all licensed physicians 
in the state. 

Although prominent persons 
from all walks of life have vis- 
ited Mr. Erickson’s desert institu- 
tion, the sanatorium never received 
any great amount of publicity un- 
til Gen. John J. Pershing arrived 
there to regain his fast failing 
health. 

At that time the sanatorium be- 
came a veritable beehive of activ- 
ity. Its tranquility was invaded 
by a horde of newspaper report- 
ers, radio commentators, teleg- 
raphers, Army officers and others, 
who kept a constant vigil waiting 
to flash word to the world that 
the famous general had passed 
away. 

But the aged and fighting “Black 
Jack” Pershing won another 
victory. He pulled through, every- 
body went home, and the sana- 
torium’s patients and staff re- 
sumed their calm, peaceful rou- 
tine. 
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Radio Puts 1943 


War Contribution 
at $202,000,000 


Washington, D. C., April 20.— 
Radio’s contribution. to the war 
effort in 1943 exceeded $202,150,- 

in station and network time, 
the National Association of Broad- 
casters reported on the basis of 
monthly reports from station 
members and OWI allocations. 

Calculated on one-time rates be- 
fore discounts and commissions 
were deducted, the radio time pro- 
vided by individual stations totaled 
$96,506,000, while networks sup- 
plied $105,644,500 worth under the 
spot and special assignment plans. 
The Treasury and the War Food 
Administration were the more 
prominent benefactors, receiving 
$49,698,400 and $22,187,100 worth 
of time, respectively. Other major 
programs were those of the War 
Department, $13,119,300; War 
Manpower Commission, $12,019,- 
200; OPA, $10,600,300; WPB, chiefly 
for conservation, $9,576,800; Navy, 
$7,799,100; Office of Economic 
Stabilization, $6,550,800; Public 
Health, $7,504,800; Red Cross, $8,- 
902,400; ODT, $6,655,900; and Na- 
tional War Fund, $6,722,900. 


Perry and Shields to 
Ruthrauff & Ryan 


Robert L. Perry, formerly busi- 
ness and automotive editor of the 
Detroit Free Press, in which for 
the past four years he conducted 
a daily column, “In the Auto 
World,” has been named assistant 
to Matthew u. Casey, vice-presi- 
dent and manager of the Detroit 
office of Ruthrauff & Ryan, effec- 
tive April 24. 

Louis G. Shields, formerly with 
J. Walter Thompson Company, 
has joined the New York office of 
R&R as an executive. 
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COPY CUB 


Shows Big Improvement 


COPY CHIEF 


Never Short of New Ideas 


ACCT. EXECUTIVE 


Always Knows the Latest Trends 


Advertising Trends 
) A bring to you each 


Inonth the digest of more than 5 mil- 


ion dollars worth of Merchandising 
nd Advertising ideas. Over 45— 
\"x17” pages reproducing more than 
500 ads edited into more than 150 
lassifications a year. 


ow serving a group of leading ad- 
ertisers and agencies in the ex- 
hange of tested and successful ideas. 
Each issue gives you the latest in Ad- 
ertising, Merchandising, New Prod- 
ucts, Institutional, Industrial, Public 
Relations, Post War and Foreign Ads 
n full detail as to copy, art and lay- 
out. Advertising Trends is the result 
of a monthly digest of over 200,000 
newspaper, magazine and business 
paper ads... Ail this in our... 


0-RISK TRIAL OFFER 


We will send you Advertising Trends 
each month with invoice attached. If 
the first two issues do not convince 
you... return the invoices and the 
ow charge of $8.50 per month will 
be cancelled! You stand to gain... 
ou can't lose. 

SEND THE COUPON TODAY 
eee ee 
THE NATIONAL RESEARCH BUREAU, INC. 

320 No. La Salle St., Chicago, I! 
Please send us “‘Advertising Trends,”’ until 


The =~ 
NATIONAL RESEARCH BUREAU, INC. 
320 N. LA SALLE ST., CHICAGO 10, ILL. 


.\ . - 

Lt. Cox ‘Missing’ 

Lt. Vern Cox of the Army air 
forces, formerly of the sales pro- 
motion department of Stations 
KRNT and KSO, Des Moines, Ia., 
has been listed as “missing in 
action” over Austria. He is the 
stations’ first war casualty. 


Chandler Joins Compton 
Douglas Chandler, formerly with 
Erwin, Wasey & Co., has joined 
the radio department of Compton 
Advertising, New York, as pro- 
gram supervisor. 


Bacardi Rum 
Forms U. S. Firm 


New York, April 18. — Com- 
pania Ron Bacardi of Cuba has 
formed Bacardi Imports, Inc., 
New York, to serve as sole agency 
for Bacardi rum in the United 
States. This brand formerly was 
handled by Schenley Import Com- 
pany, which will announce an- 
other rum soon. 

Bacardi is beginning a magazine 
campaign through Peck Advertis- 


ing Agency, but has not completed 
its magazine list nor made news- 
paper plans. H. B. Estrada is 
president and George Hoffman 
general sales manager of Bacardi 
Imports. Both formerly were with 
the Cuban Bacardi Company. 

Bellow & Co. is expanding 
newspaper and magazine adver- 
tising in the East for Cockade 
Barbados rum, through Albert 
Frank-Guenther Law. 

Although WPB has just per- 
mitted imports of 2,000,000 gallons 
of Caribbean rum three years or 
more old, liquor interests here say 


that this will be hardly enough to 
effect the general drouth which, 
despite sharp increase in imports 
in the last five years, now affects 
rum as well as whisky. 


Erbes Joins Wrigley 

P. H. Erbes Jr., formerly asso- 
ciate editor of Printers’ Ink, has 
joined the Wm. Wrigley Jr. Com- 
pany, Chicago. 

Harold E. Green, advertising 
manager of Plee-zing, Inc., has 
joined the publication’s Chicago 
editorial staff. 


do things. 


Seven Seas. 


Great Travelers of Yes 


Said Commodore Perry in 1853: 


Beware! Cobta-quick, 
monkey-sly are these 
_ buck-toothed Taps: & Z 


Had Time been published in 1853; these are the words with which 
Commodore Matthew Calbraith Perry might have warned his aide, 
Lieutenant Contee, to tread softly and keep his eyes open just before 
the meeting with the Japanese princes of Idzu and Iwami—the his- 


They have more elaborate vacation habits; they have the 
big jobs that call for lots of traveling; they have the bigger 
incomes that make traveling possible. (They have almost 
twice as much to spend as average Americans.) 

And so they are the Americans who fly the world’s peace- 
time skylines—travel the four corners of the earth—sail the 


The readers of TIME are America’s most traveled million. 


TOPS WITH A MILLION 


fig 


terday 


toric, formal meeting which led to the opening of commercial and 
diplomatic relations between the U. S. and Japan. 

_ For Great Traveler Perry would almost surely have been a faithful 
reader of TIME, as most travelers are today. 


GREAT TRAVELERS OF TOMORROW 


Much more than most Americans, TIME readers go places and 


Surveys show that half of TImE’s family heads travel by plane 
—often (up to now they have flown more than 2% billion 
miles). And Time is the magazine that Pullman car pas- 
sengers, prewar cruise passengers, people who stop at the 


best hotels, read and prefer. 


That’s why TiME has been the leader in Travel, Resort, and 
Hotel advertising year after year for the past 10 consecutive 
years (except for one year when it was second). 

Odds are TIME will be the leader in the postwar years, too 
—for TIME is tops with people who are going places! 


FAMILIES ON THE GO 
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_ tFigures not included in totals. 
Total Group ..... 61.4 46,190 45.1 34,952 43,214 32,178 1Two issues, 1944; three issues, 1943. 


Curley Joins Haire Boardman Publications, has joined|cover the Midwest for American 
L. Roy Curley, formerly with| the Chicago staff of Haire Publish-| Pilot and the Michigan territory 
the New York staff of Simmons-|ing Company, New York. He will|for Aviation Equipment. 


OUTH AND WEST TEXAS—whose main market- 
place is San Antonio—constitute a richly produc- 
tive region. 


ps This area is a great producer of citrus fruits, oil, 
1S to natural gas and lignite; bumper crops of onions and 


rhe Swing : 


IT’S RAINING RESULTS in Kansas City for WHB ad- spinach—now in prospect; cattle, sheep and goats— 
vertisers. "Phone us for availabilities - one qonteeees hides, wool and mohair—all manner of green vege- 
"Wour Mutual Friend” is Kansas City’s Dominant Daytime tables the year ‘round. 
Station ...delivering the “most listeners per dollar” through- 
out the western half of Missouri and the eastern third San Antonio Express and San Antonio Evening 
of Kansas. For availabilities, call , ; - . 
DON DAVIS News cover this splendid producing region of South 
cigs TY — Scarritt Building — ri 
: NEw YORK CiTY—S07 ith Avemue_vAndrbit 2550 and West Texas. 
CHICAGO — 333 h Michigan Blvd. — CENtral 7980 . e 
HOLLYWOOD—5835 Hollywood Blvd.—HOllywood 6211 Express and Evening News readers—readers in 
‘KEY STATION for the KANSAS STATE NETWORK the homes—rate high in buying-power. 
Kansas City «+ Wiaie . Seline * Greot Bend «+ Emporia : 
SN : cere: Tn: These readers are substantial home-owners, pro- 
: MONTHS: JANUARY-FEBRUARY, 1944—KANSAS CITY = ; } j ; } 
: gressive in their ways and views, and able and will- 
HOO FER SLATION LISTENING INDEX ing to buy modern conveniences, as well as the best 
o- = that can be had in things to eat and to wear. 
MORNING I station | Station | Station | Station Station ‘ 
INDEX WHB i « 
monpay | “A B c D E y 
yan FR 1) 6g | 7.1 | 31.7 | 16.4 | 28.4 | 7.7 San Antonio Express Her 
Pert 
As Vee Station | Station | Station | Station WHB Station SAN ANT ONIO EVENING NEWS 
Bacon A B Cc D* Texas’ Foremost Newspapers Una 
| ine em. [13.2] 6.8 | 21.7 | 32.9 | 22.5 un 
: . ic : act 
for 
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Army and Council 
Widen Campaign 
for More Wacs 


New York, April 18.—In answer 
to an appeal by General George C. 
Marshall, chief of staff of the 
Army, to “give us more Wacs,” 
the Second Service Command and 
War Advertising Council spon- 
sored a luncheon meeting at the 
Waldorf-Astoria here today to give 
advertising executives the facts on 
Wac recruitment and to urge their 
greater support of this program. 

General Marshall’s statement, is- 
sued in a new campaign guide for 
advertisers, said that “it is impor- 
tant that the general public under- 
stand the Army’s urgent need for 
women to enable the military ef- 
fort to go forward according to 
schedules of operations in pros- 
pect. The Women’s Army Corps 
is an integral part of the Army. 
Not only are there many jobs that 
women can do as efficiently as 
men, but there are also jobs that 
women do better than men. Aside 


Dr. George Gallup on why women 
join and don’t join the Wac. The 
five principal inducements to en- 
listment, in order, are: The chance 
to have an interesting experience, 
to travel, to see new places, meet 
new people; the feeling of patriot- 
ism; the chance to get valuable 
training; the varied types of jobs 
available, and the chance for over- 
seas duty. The most common re- 
sistances to enlistment are: Apathy 
(“Let Mary do it’); necessity of 
leaving home and family; fear of 
an unknown life; fear of regimen- 
tation and restriction, and disap- 
proval of family and friends. 
Suggested copy themes show ad- 
vantages and opportunities in be- 
coming a Wac and the “dignity and 
prestige of the WAC.” The slogan 
is: “The Army Needs Wacs ‘ 
The WAC Needs You!” Sugges- 
tions are made for magazine, 


Po 
% 
Me. 


newspaper, radio, outdoor, car card 
and other advertising. 

Also available for advertisers 
are booklets on “Woman’s Place in 
War” and “73 Questions and An- 
swers about the WAC.” 


WAC STORY TO BE 
TOLD TO ADMEN 


Chicago, April 20.—The War 
Advertising Council will sponsor a 
luncheon at the Sherman Hotel, 
Chicago, Friday, April 28, to ac- 
quaint advertisers and agencies in 
the Chicago area with the essen- 
tial work being done by the Wac, 
and to urge advertisers to cooper- 
ate in stimulating Wac recruiting. 

Speakers will include Gen. H. F. 
Aurand, commanding general of 
the Chicago area; Major Raymond 
Moreland of Gen. Marshall’s staff, 
and Capt. Ruth Fowler of the 
Women’s Army Corps. 


Norman Green, Western manager, 
Crowell-Collier Publishing Com- 
pany, will preside, and a Wac will 
be stationed at each table to an- 
swer questions as to the activities 
of the organization. 


Celebrates 75th Year 


A year-long celebration of its 
75th anniversary from April, 1944, 
to April, 1945, has been launched 
by the New Hampshire Fire Insur- 
ance Company, Manchester, N. H., 
by releasing through Parker-All- 
ston Associates, New York, a 
monthly broadside to its agents of 
anniversary material such as blot- 
ters, stickers, matches, etc. In 
addition, the company’s advertis- 
ing in trade publications will be 
highlighted by photographs of ‘the 
state’s scenic beauty spots, many 
of which are insured by the com- 
pany. 


Ray-Hirsch Names Three 


John L. Fox, formerly art direc- 
tor of Lennen & Mitchell, has been 
named art director of the Ray- 
Hirsch Company, New York 
agency. Sylva H. Savitt, formerly 
with Edward L. Bernays, has been 
named director of public relations 
and copy chief, and Stanley Mor- 
gan has been named assistant pro- 
duction manager. 


GRANGERS are BUYERS 


Grange families in Cali- 


Pemincers «BUYERS B 


fornia, Oregon, 


at one low € 


11 72,000 alert Idaho, with 
Se Washington. oso roy 4 q 


7 
e campaign 
x PACIFIC GRANGE FARM GROUP 
Mills Bidg., Son Francisco 
J. Wm. Hasfie, NewYork — 
— n A. Scott, Pacific Coast and Midwest 


ADVERTISERS 


3 22,145 § from urgent family obligations, en- P 
-~———  § listment in the military service 
3 119.30 8 takes precedence over any other 
6 8,003 @ responsibility.” 
= 

9 23,798 The campaign book points out | 
- that “ten times as many Wacs R 
5 48.08 8 could be used by the Army as are 

available at the present time.” Al- THIS impressive list of 190 advertisers does not include The Huenefeld Company Footwear 
2 «29,630 though Wacs are now doing 239 all of the advertisers who have bought The Progressive Kerr Glass Mfg. Corporation Best Foods, Inc. ’ 
7 a1ay types of Army jobs, more of them Farmer’s Five-Edition South-wide coverage during the Canaiuin Mantle Lamps) ee he eee me 
= ie . pow — to rngenes  mg first six months of 1944. Neither does it include adver- a Enameling & Stamping Cat's Paw Rubber ‘Company 
2 39,667 8 as medic ans, secr ° ° : te | > r4 mpan So-Lo Works 

P clerks, radio operators, weather tisers using one to four separate Editions. ‘This space is National Pressure Cooker Co. U. S. Rubber Company 
1 23,098 Li : : not nearly big enough to list all of the valued patrons of Perfection Stove Co. (Stoves) (Heavy Footwear) 
_____ § observers, Link trainer instructors, ? WwW a. : 
3 Isl Geniieman. Grivers. ote The Progressive Farmer. estclox (Big Ben Clocks) Wolverine Shoe & Tanning Corp. 
Colonel Oveta Culp Hobby, di- There’sa reason why the list is so long. The Progressive ieeeet, Run weeny Rate dy en nea 

rector of the Women’s Army Corps, Farmer is the Rural South’s best advertising buy. And Ethyi Corporation Downy Products Company 

told the meeting that Wacs are the Rural South ismore prosperous today thanever before Gulf Refining Company Lever Brothers Co. (Rinso) 

now on duty at about 300 posts, in history. Its cash farm income was $5,142,876,000.00 {he Pennzoil Company eles Ceaiae Corporates 
merican™) camps and stations in this country in 1943! oe a ee Sporting Equipment 
erritory § and in every theater of operations - ; Engines & Power Plants, Sen eee 
) ~ ater Systems umps min n rms mpany, inc. 

oversees. _ Automobiles Bristol-Myers Co. (Minit Rub) Berkeley Pump Company Winchester Repeating Arms Co. 


Advertisers are “probably in a 
better position to aid the War De- 
partment than any other group in 
the United States,” said Colonel 
Sumner Waite, chief of staff, Sec- 
ond Service Command. “With your 


Buick Motor Division 
Dodge Division 

Fisher Body Division 

Ford Motor Company 
General Motors Corporation 
Plymouth Motor Division 
Pontiac Motor Division 


Bristol-Myers Co. (Sal Hepatica) 
Ex-Lax, Inc, 
Johnson & Johnson 

(Red Cross Plasters) 


Lehn & Fink Products Corp. (Lysol) 


The Musterole Company 
Norwich Pharmacal Company 


Decatur Pump Company 
Fairbanks, Morse & Company 
The F. E. Myers & Bro. Company 
Ottawa Mfg. Company 

Repubiic Electric Company 
Witte Engine Works 


Tractors and Equipment 


Books, Magazines and Training 
Courses 

Beery School of Horsemanship 
Haldeman-Julius Company 
Hunting & Fishing Magazine 
Penn. Poultry Service 

Uniform Receipt Record 


i : Plough, Inc. (Penetro Salve , : : 
experience and your skill you can Motorcycles The Scholl Mig. Company Allis-Chalmers Mfg. Company University of Oklahoma 
help us in selling the women of Harley-Davidson Motor Company Vick Chemical Company J. I. Case Company Photo Finishing 
Ameri the id that th Deere & Company, Inc. Dean Studios 

ca e ea a ey are Trucks Insurance Harry Ferguson, Inc. The Fox Company 


badly needed; that there is a job 
for them to do in the Army, and 
that by doing that job they can as- 
sist in shortening the war and in 
bringing their loved ones home 
sooner.” 


Special Committee Named 


T. S. Repplier, executive director 
of the Council, emphasized that 
Wac recruitment is one of the most 
urgent of the 27 programs on which 
the Council is now engaged. John 
Sterling of This Week Magazine, 
chairman of the Council’s national 
sponsorship committee, announced 
appointment of a special commit- 
tee to furnish information on this 
subject to New York advertisers. 
This group includes John E. Smith, 
McCall’s; Loren Ferguson, of Saw- 
yer, Ferguson, Walker Company; 
George Beveridge, Scripps-How- 
ard Newspapers, and Harry Walsh 
of This Week Magazine. 

Young & Rubicam is volunteer 
agency and Ralph Foote, advertis- 
ing manager of Beech-Nut Packing 
Company, volunteer manager for 
the Council on the campaign. 


Copy Appeals Given 


General Motors Truck & Coach 
Division 

The Studebaker Corporation 

Tires & Tubes 

The Firestone Tire & Rubber 
Company 

The B. F. Goodrich Company 

The Goodyear Tire & Rubber 
Company 

Seiberling Rubber Company 

United States Rubber Company 


Automotive Accessories 

A. C. Spark Plug Division 

Champion Spark Plug Company 

The Electric Auto-Lite Company 

The Electric Storage Battery 
Company 

Hastings Mfg. Company 

The Perfect Circle Company 

Willard Storage Battery Company 


Building Materials and Equipment 
Certain-teed Products Corporation 
Jackes-Evans Mfg. Company 
Republic Steel Corporation 
United States Steel Corporation 


Cigars, Cigarettes & Tobacco 
R. J. Reynolds Tobacco Co. 
(Prince Albert) 


Clothing and Dry Goods 
American Thread Company 
Lane Bryant, Inc. 
Crown-Headlight Company 

H. D. Lee Company 

National Cotton Council 

The Spool Cotton Company 
Taylor Bedding & Mfg. Company 


Toilet Goods 


Institute of Life Insurance 


Foods and Food Beverages 
Armour and Company 
Atlantic Commission Company 


California Fruit Growers Exchange 


Church & Dwight Co., Inc. 
Corn Products Sales Co. (Karo) 
General Foods Corp. 

(Calumet Baking Powder) 
General Foods Corp. (Sure-Jell) 
Chr. Hansen's Laboratories 
Hulman & Company 

(Clabber Girl Baking Powder) 
Thos. J. Lipton, Inc. 

The Quaker Oats Co. 

(Mother’s Oats) 

Standard Brands, Inc. 

(Fleischmann’s Y east) 


Fertilizers 
Armour Fertilizer Works 
International Minerals & Chemicals 


Corp. 
Virginia-Carolina Chemical 
Corporation 


Seeds, Plants & Nursery Stock 

Benton County Nursery 

Berry Seed Company 

Burgess Seed and Plant Co. 

Condon Bro., Seedsmen 

H. G, Hastings Company 

Wm. Henry Maule Company 

North Dakota State Seed Dept. 
(Seed Potatoes) 

R. H. Shumway, Seedman 

State of Minnesota (Seed Potatoes) 


Seed Treatments 
Agricutural Laboratories, Inc. 


duPont-Semesan Company 
Tne Nitragin Company 


International Harvester Co., Inc. 

Minneapolis-Moline Power 
Implement Co. 

Oliver Farm Equipment Co. 


Poultry & Livestock Equipment 

The American Pad & Textile Co. 

Rufus L. Beck 

James Mfg. Company 

The Oakes Mfg. Company 

The DeLaval Separator Company 

Dr. Rinehart’s Handy Hog 
Holder Co. 


Flashlights & Batteries 

Bond Electric Corporation 

Burgess Battery Company 

National Carbon Company 

Ray-O-Vac Company 

Winchester Repeating Arms Co. 
(Batteries) 


Paint 
Aluminum Co. of America 
Pittsburgh Plate Glass Company 


Hardware 

E. C. Atkins & Company 

Henry Disston & Sons, Inc. 
Nicholson File Company 

Fayette R. Plumb, Inc. 

Union Fork & Hoe Company 

H. Wenzel Tent & Duck Company 


Radios 
Sentinel Radio Corporation 


Geppert Studios 
Hollywood Film Studios 
Standard Art Studios 


Travel 


Association of American Railroads 
Greyhound Bus Lines, Inc. 


Poultry & Livestock Feeds 

International Salt Co., Inc, 
(Stock Salt) 

National Cottonseed Products 
Association 

Philip R. Park, Inc. 

Pratt Food Company 

The Quaker Oats Company 
(Ful-O-Pep) 


Poultry & Livestock Medication 

Burrell-Dugger Company 

Corona Mfg. Company 

Grasselli Chemicals Dept. 
(duPont Phenothiazine) 

The K. R. O. Company 

Lederle Laboratories, Inc. 

Parke, Davis & Company 

Penn, Salt Mfg. Company (Lyes) 

Pratt Food Company 

Dr. Salsbury’s Laboratories 

Spohn Medical Company 

Stanco, Inc, (Flit) 

Tobacco By-Products & Chemical 


Corp. 
Toxite Laboratories 
Walker Remedy Company 
W. F. Young, Inc. 


The Sout 
Th 


serib 


American Safety Razor Corporation 
Bristol-Myers Co. 
(Ipana Tooth Paste) 
Centaur Company 
(Z. B. T. Baby Powder) 
Chamberlain Sales Corporation 
(Lotion) 
Golden Peacock Cream 
Johnson & Johnson (Baby Powder) 
Leyer Brothers Co. (Lifebuoy Soap) 
Lever Brothers Co. (Swan Soap) 
The Mennen Co. - 
(Baby Powder and Antiseptic Oil) 
The Mennen Co. (Shave Creams) 
Noxzema Chemical Company 


_ The campaign book cites findings 
Ma national survey directed by 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 


to 


Electricity & Electrical Appliances 

Electric Light & Power Companies 

Frigidaire Division 

General Electric Company 

Westinghouse Electric & Mfg. 
Company 


Household Equipment 

Akron Lamp & Mfg. Company 
Allen Mfg. Company 

Ball Brothers Company 
Bernardin Bottle Cap Company 
Burpee Can Sealer Company 
The Coleman Lamp & Stove 


ogr rmer 
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ere's & 7-billion dollar market, yes means end Cette G00 Oe can Commenn Advertising Offices: sinMINGHAM, RALEIGH 
T-billions a year. Are you overlooking it? Jas. F. Ballard, Inc. Corning Glass Works (Pyrex) MEMPHIS, DALLAS, NEW YORK, CHICAGO 


(Campho-Phenique) 
Bauer & Black, Inc. 


Cupples Co. (Presto) 


erhaps your competition is, too. That aterprice Mis. Company 


doubles the opportunity for you. So drop 
® postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us a 
= send you some startling, profit-revealing R alie 
facts about what the Negro Press can do 

OF you. 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los A-geles 
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Lever Bros. Signs 
Burns & Allen to 
5-Year Contract 


Cambridge, Mass. April 18.— 
Lever Brothers Company, which 
has sponsored the comedy team of 
Burns and Allen since October, 
1941, announced today that it has 
scrapped the existing five-year 
contract which still had two years 
to run, and has signed them to 
a new five-year contract, to carry 
them through their 17th consecu- 


tive year as one of radio’s leading 
network attractions. 

Heard in behalf of Swan soap, 
Burns and Allen take an eight- 
week vacation foliowing the regu- 
lar Tuesday night broadcast on 
June 20 and will open the fall sea- 
son on the same 9 to 9:30 p.m. spot 
over the CBS network, which has 
carried the laugh-provokers since 
October, 1942. 


Made Debut with Cantor 


After a decade on the stage and 
some experience on the air in Eng- 
land, George Burns and Gracie 
Allen made their “mike” debut in 
this country on a guest appear- 
ance with Eddie Cantor in 1932 
and almost immediately were 


snapped up by General Cigar 


Company for a show of their own. 
They stayed with General until 
1935, which aired their antics over 
CBS. 

As the pair’s popularity soared, 
advertisers began competing for 
their services and the comedy team 
usually landed in the fold of the 
advertiser who would pay the fat- 
test weekly stipend. So the fall of 
1935 found the couple doing their 
stuff for Campbell’s soup, where 
they stayed until 1937. 

When their contract ran out that 
year, General Foods bid the pair in 
and moved them to NBC where 
they were heard until August, 
1938, after which they returned to 
CBS in September under the ban- 
ner of Liggett & Myers Tobacco 
Company until June, 1939. Then 
Lehn & Fink got the couple for a 
year, again on NBC, and in July, 
1940, George A. Hormel & Co. be- 
gan paying their salary, continu- 
ing this pleasant practice until 
March, 1941. In the fall of that 
year Lever Brothers outbid the 
field for the team and kept them 
on NBC for one season and then 
moved them to CBS in October, 


* movie, now! 


FREES 


OWN THIS sensational combat movie filmed under fire 
by daring Marine, Army and Navy cameramen! See 
the mightiest naval bombardment in history blast 
Jap strongholds! Witness the sweeping onslaught of 
assault craft storming Kwajalein and Roi! Thrill to 
every tense moment in this smashing mid-Pacific vic- 
tory filmed for you from land, sea and sky—America’s 
fury unleashed! Here is the grim foretaste of things 
to come on the way to Tokio! Own this historic battle 


Castle Films’ De Luxe Catalog describing 98 
home movies you can own! Send coupon 
below .. . now. 


: 8 mm. Send Castle Films’ “YANKS INVADE MAR- 

1 C50 ft. $1.75) SHALL ISLANDS” in the size and length indi- 
—— ed. 

I [oso . 550, ~ 

i 16 mm. Name 

Cowor. . . . 2.75) Address 

g (Cosson. . . 8.75 City 

, (Sound, 350 ft. . 17.50 sia 
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Canadian Home Journal ..............655:5 
13Canadian Homes & Gardens............ 
Chatelaine 
tLiberty 

Maclean's 
eet in wns ik al ee WSS 80 aaa'O 
National Home Monthly 
WEE ib O05 06 6.0.6 65 ERO stH CM ena Oe's 
*Review Moderne, 
*Samedi, Le 
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Total Group 
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tCanadian Countryman ........ceecennee 
Se EE, UD 6 6 dene ees eed cedoed oe 
+Family Herald: 

Eastern Edition 
Weeterm MGIIOM ccc ccccccccsccces 
+tFarm & Ranch Review 
+Farmer’s Advocate & Home Magazine.. 
*Farmer’s Magazine 
+Free Press Prairie Farmer.............. 
*Western Producer 


Total Group 


*Figures received from publisher. 
+March figures. 

tFigures not included in totals. 
1Not received to date. 


Display, including poultry and livestock, in Canadian Farm Papers 
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APRIL CANADIAN MAGAZINE LINAGE 


m——1944——__, 1943 —__ 
Pages Lines Pages Lineg 
1.6 35,082 42.8 29,086 
ne fre 33.1 22,231 
46.6 31,681 37.2 25,288 
38.6 16,555 27.0 11,568 
66.0 44,901 53.7 36,541 
49.0 32,967 46.6 31,285 
38.3 26,041 28.4 19,345 
26.6 18,079 21.0 14,267 
21.5 14,603 16.8 11,202 
32.4 22,687 26.4 18,47] 
ae 

370.6 242,596 299.9 197,043 
32.6 22,838 26.1 18,279 
36.2 26,063 33.6 24,223 
51.6 52,182 44.4 44,899 
48.3 48,821 41.7 42,127 
19.3 13,918 10.6 7,630 
38.6 26,997 29.5 20,629 
35.3 24,714 34.2 23,598 
47.3 53,312 41.3 46,430 
26.8 28,703 23.9 25,566 
a 

336.0 297,548 285.3 253,372 


1942, where they’ve been heard 
since. 

While no figure has been given 
as to the comedy pair’s salary un- 
der the new contract, they have 
been drawing down an estimated 
$8,500 weekly under the old agree- 
ment, which includes all expenses 
in producing the show. Lever pays 
an additional $10,000 for the half- 
hour CBS network time, less the 
usual 15% full net discount. 


U. S. Rubber Renews 


The New York Philharmonic- 
Symphony will present its second 
52-week season of Sunday after- 
noon broadcasts under the contin- 
ued sponsorship of U. S. Rubber 
Company over the full CBS 
network, effective May 21. “The 
American Scriptures,” intermission 
feature of the hour and a half long 
program heard from 3 to 4:30 p.m., 
EWT, is to be continued with Carl 
Van Doren. Institutional copy is 
used in the commercials. Camp- 
bell-Ewald is the agency. 


Airs Mexican Symphony 
For the first time in network 


symphonic concerts will be pre- 
sented as a regular feature, when 
the Mexican Symphony Orchestra 
of 100 pieces will be heard over the 
Mutual network each Sunday from 
a" 10 p.m., EWT, starting April 

Arrangements for the special 
summer series, which is available 
for sponsorship as a replacement 
for the Cleveland Symphony, 
which will resume in October, 
were made with the cooperation of 
Station XEOY, Radio Mil, Mutual’s 
Mexico affiliate. 


Colonial on NBC 


Colonial Biscuit Company has 
contracted with NBC for its re- 
corded dramatic series entitled 
“Modern Romances,” to be aired 
twice weekly over 12 NBC outlets 
in Pennsylvania, West Virginia 
and Maryland. Walker & Down- 
ing, Pittsburgh, is the agency. 


Union Pacific Extends 


The Union Pacific Railroad, 
Omaha, has approved a full 52- 
week contract for ‘““Your America,” 
institutional program heard over 
an NBC network Saturdays, 4 to 


history, a series of international 


4:30 p. m., CWT, extending the 


For nine consecutive 


years the Union-Star 
has led in city zone 
circulation. 


ION-STAR 


Nationally Represented by 


KELLY-SMITH CO. 
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REINCARNATED —"Phoebe Snow, 
dressed in white, upon the Road of 
Anthracite," is brought back to life 
along with her mythical granddaughter, 
in service uniform, in a current cam- 
paign in newspapers of eastern cities 
by the Lackawanna Railroad (AA, 
April 10). Joseph Katz Co. New 
York, is the agency. 


program to Dec. 30. The Caples 
Company, Chicago, is the agency. 


Boyle Continues Commentary 


A. S. Boyle Company, Los An- 
geles, has extended for 13 weeks 
the Fleetwood Lawton news com- 
mentary broadcast Monday, Tues- 
day, Wednesday and Friday at 
8:15 p. m., PWT, over a Pacific 
Coast NBC web. J. Walter 
Thompson Company handles the 
account. 


Starts Adventure Series 


“The Adventures of Bill Lance,” 
new series of mystery adventure 
thrillers, will make its bow over 
a CBS Pacific Coast network April 
23, 9:30 to 10 p.m., PWT. Planters 
Nut & Chocolate Company has 
signed a 52-week contract for the 
show. Erwin, Wasey & Co., San 
Francisco, is the agency. 


Shares Coast Show 


S. A. Moffett Company, maker 
of Polar frozen foods, will sponsor 
the 2:15 to 2:30 p. m., PWT por- 
tion of the Thursday ‘“What’s 
Doin’, Ladies” series over the Pa- 
cific Coast Blue Network. Erwin, 
Wasey & Co. also handles the ac- 
count. 


A&P Starts News 


The first protracted radio pro- 
gram venture of the Great Atlan- 
tic & Pacific Tea Company, “The 
A&P News,” has been launched 
over WFIL, Philadelphia, featur- 
ing newscasters Bernard Barth 
and Bill Farren. It is heard Mon- 
dl through Friday at 10:40 a.m., 

T. 


Pure Oil Renews 


“Kaltenborn Edits the News” 
has been renewed by the Pure Oil 
Company, Chicago, for 52 weeks, 
effective May 8. The program is 
aired Monday through Friday 
from 6:45 to 7 p. m., CWT, over 33 
NBC stations. Leo Burnett Com- 
pany is the agency. 


Names Erwin, Wasey 


Erwin, Wasey & Co., San Fran- 
cisco, has been named to handle 
the account of the Treesweet Prod- 
ucts Company, Santa Ana, Cal., 
and is scheduling an extensive 
newspaper and magazine adver- 
tising program throughout Califor- 
hia in behalf of Treesweet canned 
grapefruit juice. 


DONT MUTILATE “he 
| YOUR MAGAZINES 


When business papers and general 
hagazines come into your orgoniza- 
©n don't cut them up. Route them to 

departments and then use our 
ftvice to handle your clipping work. 
*oklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


»8ACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS WK papers WK macazines 
2. N. LA SALLE ST., CHICAGO 1, ILL. 


Whisler in New Post 


George H. Whisler, formerly on 
the executive staff of the Press- 
Citizen, Iowa City, Ia., has been 
named director of national adver- 
tising of the Californian, Salinas, 
Cal., and editor of the “Central 
Coast Counties Farmer,” monthly 
magazine section of the Califor- 
nian. 


Abramson to Kaufman 


Irving Abramson, formerly divi- 


men’s wear for the Hecht Com- 
pany, Washington, D.C., has joined 
the creative staff of Henry J. 
Kaufman Advertising, Washing- 
ton, D. C. 


Names Williamson 


Col. Royden Williamson, U. S. 
Army retired, formerly in charge 
of public relations for the Eighth 
Corps area, has been named pub- 
lic relations director of the Cham- 
ber of Commerce of San Antonio, 


sional advertising manager and 
assistant merchandise manager of 


Tex., succeeding Joe Musgrave, 
who has entered the Navy. 


Hudson ‘Looks Ahead’ 


A comprehensive story of the 
Hudson Motor Car Company’s 
“No. 1 job’”—production for vic- 
tory—and of its “No. 2 job”’—that 
done by its nationwide organiza- 
tion of distributors and dealers in 
keeping war transportation rolling 
—is recounted in a book mailed to 
stockholders of the Detroit auto- 
mobile maker. Entitled, “Hudson 
Looks Ahead,” the book asserts 
that Hudson is planning now for 
a growing share of the automo- 
bile market after the war. 


Zephyr Names Vladimir 


Zephyr American Corporation, 
New York, manufacturer of Auto- 
dex, Swivodex and other station- 
ery store specialties, has named 
Irwin Vladimir & Co., New York, 
to handle its advertising. 


Irene Miller Promoted 


Irene Miller has been promoted 
from managing to executive editor 
of Meyer Both Reports, New York, 
and will head the research di- 
vision of the Meyer Both retail ad- 
vertising agency operation. 
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“From the top of America’s Tallest Radio Tower, 
927 feet up, you can see way to hell and gone 


.\.. and broadcast even further” 


“ .. the guy in overalls serves too, 
and WNAX yells loud as hell to let 
the city-slickers know about him” 
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Gov. Dewey to 
Speak at ANPA 
Dinner April 27 


New York, April 20.—Charles P. 
Manship, publisher of the Baton 
Rouge State-Times & Morning Ad- 
vocate, will be toastmaster at the 
23rd annual dinner of the Bureau 
of Advertising, American News- 
paper Publishers Association, at 
the Waldorf-Astoria on Thursday, 
April 27, when New York’s Gov- 
ernor Thomas E. Dewey, Eric A. 
Johnston, president of the Cham- 
ber of Commerce of the United 
States, and Rear Admiral Aaron 
Stanton Merrill, newly named 
public relations director of the 


. Navy, will be speakers. 


FREE Increase —e 
ership of 

ads with LIFE-like E rE 
CATCHER photos. Nothin 
like them anywhere. Us 

by biggest advertisers. M0 
new subjects monthly. Mat 
or glossy print plan $5 
month. Write for new 
FREE proofs ve. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 "ee St., 

New York 16. 


Frank E. Tripp, general manager 
of the Gannett Newspapers and 
chairman of the Bureau of Adver- 
tising’s committee in charge, will 
preside. 

Frederick C. Crawford, presi- 
dent, Thompson Products, Cleve- 
land, and past president of the Na- 
tional Association of Manufactur- 
ers, will be principal guest speak- 
er at the annual advertising session 
of the ANPA convention, held as 
usual under Bureau of Advertising 
direction on Wednesday afternoon, 
April 26. 

Linwood I. Noyes, publisher, 
Daily Globe, Ironwood, Mich., 
president of the ANPA, will open 
the afternoon advertising session 
and speakers will include Frank E. 
Tripp, chairman, and William A. 
Thomson, director of the bureau. 

Coordinated efforts of the 
American Association of News- 
paper Representatives on behalf of 
national advertising in newspapers 
will be covered in a dual appear- 
ance by William T. Cresmer, of 
Williams, Lawrence & Cresmer 
Company, president of the AANR, 
and Herbert W. Moloney, of Paul 
Block & Associates, AANR vice- 
president. 


Frederick Dickinson, sales man- 
ager of the Bureau of Advertising, 
will conclude the bureau’s story of 
its own work with a presentation 
on “Meeting Your Customers.” 


Roush Forms New 
Louisville Agency 

With the dissolution March 31 
of the partnership of L. W. Roush 
and J. Seaton Huff in the Louis- 
ville, Ky., agency of Farson & 
Huff, the former has organized his 
own agency, the L. W. Roush 
Company, with offices in the Speed 
building, Guthrie at Fourth Ave., 
Louisville. Personnel includes 
G. M. Staples, account executive, 
and S. M. Glazier, art director. 

Among the new agency’s ac- 
counts are Interstate Laboratories, 
maker of Vitawine tonic and Ocu- 
line eye preparations; James Clark 
Jr. Electric -Company, maker of 
electric drills, grinders and sand- 
ers; Aetna Oil Company; Stratton 
& Terstegge Company, maker of 
Anchor Kolstokers; and the Ten- 
nessee Tufting Company, rug 
maker. 


GRAPHIC MERIT 


Another excellent EICH- 
LER poster carries THE 
SEAL OF LITHO- 


COMTIMEMTAL 
LITHO 
corp. 


SEAL OF LITHOGRAPHIC MERIT 


Advertising Age, April 24, 194% 


George A. Buchanan Jr., editor of the Record, Columbia, S. C, 
is wielding the gavel now as new president of the Columbia Rotary 
Cimb.... 
elected to the board of directors of the Philadelphia Convention 
and Tourist Bureau. . . And Jack Steck, WFIL’s public relations 
director, is producing his second straight all-employe show for RCA 
at Camden, N. J., a revue called “Funzapoppin’ — 1944,” with 24 
dancing RCAngels.. . 

H. B. Goldsmith, pres. of Grove Laboratories, St. Louis, presided 
at a recent testimonial dinner at which the company honored Victor 
J. Graffigna, traffic manager who’s spent 50 years with the firm— 
it was the Paris Medicine Company when he started — and other 
employes with long service records. . . 

Claude O’Shields, adv. director of WMFD, Wilmington, N. C., has 
just announced his candidacy for election as a member of the New 
Hanover Board of County Commissioners. His name will be entered 
in the May primary... 

On his 55th birthday, G. A. Richards, pres. of WJR, WGAR and 
KMPC, was presented with a booklet, “Ten Years or More,” con- 
taining a list of the members of the WJR and WGAR staffs who 
have been associated with him in radio for 10 years or more. Forty 
names are on the list. . . J. H. Robison, Penton Publishing Co., heads 
the committee for the annual Chicago Industrial Advertisers As- 
sociation golf party which will be staged early in June... 

Allan M. Whitlock, formerly with Marschalk & Pratt and Benton 
& Bowles, New York, has been given his majority in the Western 
Training Flying Command. He is stationed at the Santa Ana Air 
Base. 
(Pete) Motheral, formerly of BBDO in San Francisco, is now as- 
signed to pub. relations work at the same air base. . . 

Burridge D. Butler, who purchased the station in 1928, and other 
executives of WLS, Chicago, were too busy to observe the station’s 
20th birthday April 12, and a formal party was passed up. Eight 
of WLS’ staff members are 20-year veterans... 

Henry M. Burgeson, v.p. in charge of sales and advertising for 
Lyon Van & Storage Company, Los Angeles, is the newly-elected 
pres. of the Rotary Club of L.A. He takes office July 1. . . The 
frost has hardly departed, but Morgan Perron, magazine editor for 
NBC, Chicago, reports pulling green onions from her garden for 
table use. . 

Sally Gannett, daughter of the publisher, Frank Gannett, spon- 
sored the new Liberty ship christened Deborah Sampson Gannett, 
who wore a man’s uniform in fighting for American liberty in the 
Revolu- 
tionary war... 
With at least 
one Zero and 
several Japs to 
his credit, First 
Lt. Douglas M. 
Allen, Jr., son 
of the pres. of 
Allen, Heaton & 
McDonald, Cin- 
cinnati agency, 
and formerly 
with the Cin- 
cinnati Times- 
Star, is back 
home. He com- 
pleted his 52nd 
mission in the 
New Guinea 
theater a month 
ago... 

F. J. Torrence, 
asst. ad. mgr. of 
John Morrell & 
Co., Ottumwa, !"* 
Ia., has been 
elected a v.p. of the Iowa Junior Chamber of Commerce, after 
serving as treasurer. . . Three members of the Springfield, Mass., 
Advertising Club have been named for the William Pynchon 
etching awards made annually by the club to members who have 
been of outstanding service to the community—Robert N. Fuller, 
ad. mgr. of G. & C. Merriam Company; William B. Remington, pres. 
of the Springfield agency; and John R. Whitney, Springfield rep. of 
Bulkley, Dunton & Co... 

“International Band Wagon” is the all-inclusive title of a booklet 
just authored by James D. Shouse, v.p. in charge of the Crosley 
Corp. broadcasting division and general manager of WLW and 
WSAI, Cincinnati. It is his report on observations made during a 
trip to London and was carried by Persuasion, British journal 
devoted to advertising. . . 

The betrothal has been announced of Marion A. Nawrath, of S. 
Duane Lyon, Inc., New York, to Ist Lt. George F. Clare of the Army 
Signal Corps, now overseas . .. There’s only one way really to keep 
abreast of what goes on in the field, says Ensign John D. Burke, 
formerly with Lord & Thomas and then with Kelly, Nason, 
Inc., in New York, who requests that ApverTISING AGE be sent regu- 
larly to him in New Caledonia, where he is stationed. . . 

Arthur H. Motley, publisher of American Magazine, who is said 
to have been instrumental in persuading OWI to release the story 
of Nip atrocities to American troops, spoke at the annual dinner 
of the Westchester County Realty Bd. Apr. 22 at the Biltmore Hotel 
in New York. . . B. O. (nothing to do with Lifebuoy) Sullivan, is 
now impatiently waiting for Hollywood to beckon. The New York 
Daily News adman played a feature part in the sound-slide film 
presentation of the new business committee of the Newspaper Rep- 
resentatives Assn. of N. Y. entitled “Passport to Thirty Million 
Pantries,” shown recently for the first time. . . 

Winslow P. (Tiny) Leighton, of Leighton & Nelson, Schenectady 
agency, is sporting that bronzed outdoor look. He’s just returned 
from a South Carolina vacation. .. 


AT ANNIVERSARY PARTY—Producer Jesse L. Lasky of 
Warner Bros. (left) looks for photogenic service women 
while Mrs. Edward J. Kelly, wife of Chicago mayor, feeds 
President William C. DeVry of DeVry Corp. a bite of the 
125-pound cake it contributed to the movie industry's 
50th anniversary party at the Chicago Service Men's 
Center. E. B. DeVry, president of DeForest's Training, 
looks on. The cake was inspired by DeVry's current 
publication advertising marking the anniversary. 


Roger W. Clipp, pres. of WFIL, Philadelphia, has been 


Ed Clark, of BBDO, Los Angeles, reports that Capt. J. G.: 
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New Bf wins AWARD—Henry Vidal, presi- 
itered dent of the Buffalo, N. Y., Sales Execu- 
tive Club, presents the 1944 Dartnell 
R and gold medal award to C. B. Waters, 
’ con- general sales manager, typewriter divi- 
; who sion, Remington Rand. The award is 
made annually for business letter 
ror ftsmanshi 
heads craftsmanship. 
's As- 
: | . 
xin {Population Shifts 
estern 
1a Air 
= Ho War Cent 
“© Ito War Centers 
a 
‘= IReviewed by OWI 
ation’s Reviewe y 
Fight § washington, D. C., April 19— 
Population shifts appeared to be 
ng for Bijosely correlated with the dis- 
‘lected Bitribution of war contracts and 
. The §facilities, OWI said today in a 
tor for Bsurvey of the migration of war 
en for §workers to new industrial areas 
during the past three and a half 
ears. 
spon- FF of 20 cities which head the WPB 
annett, Hist of metropolitan areas where 
in the fcontracts have been concentrated, 


13 show an increase in population 
since April, 1940, while others 
have absorbed their prewar cush- 
ions of surplus labor. 

Detroit, for instance, the No. 1 
Zindustrial center, has had a 10% 
increase in population. Los An- 
geles is up 13%; San Francisco 
26%; San Diego, 42.9%. Other 
gainers were Philadelphia, Cleve- 
land, Buffalo, Seattle - Tacoma, 
Baltimore, Hartford, St. Louis and 
Kansas City, Mo., and Indian- 
Apolis. 

Industrial areas which lost were 
'* ew York, down 820,644; Boston, 
; 143,737; Chicago, 66,200; Albany, 
. Y., Milwaukee, Nassau, N. Y., 
Po and Newark-Jersey City, N. J. 


Workers Plan to Stay 


Lasky of # The OWI report pointed out 
e women Bhat construction of plants at 
or, feeds Booints remote from bomber attack 
te of the Bhas created great new industrial 
industry's Breas, some of which may continue 
e Mens Bitter the war, for workers show a 
Training, Beluctance to move once they are 
s current Bettled. 
sary. These new industrial areas in- 
e, after = a ; 
Mass: he Texas-Louisiana gulf region, 
, ’ @rith its chemical and metal indus- 
-ynchon Bries; the Tennessee valley and the 
ho have Mouth Atlantic states, where rapid 
Fuller, Bxpansion of shipbuilding, in cen- 
om, pres. #¢rs like Baltimore, Norfolk-New- 
| rep. of port News, Mobile, Pascagoula, 
iss., and a gong to 
ave resulted in new industria 
booklet Bimnificance. 
Crosley § The plains states, with seven 
uW and Bircraft centers at Omaha, Wich- 
juring 4 §a, Kansas City, Tulsa, Oklahoma 
journal # ty, Dallas and Fort Worth, have 
aken on new industrial signifi- 
th, of S. gone: 
he Army Metropolitan Population Up 
to keeP 7 Using Bureau of the Census 
. Burke, Beures’ OWI said 469 counties 
, Nason, Broughout the country had regis- 
nt regu- Ted population increases since 
hpril 1, 1940, and 2,620 had losses. 
— Puring that period, the civilian 
o 1s Population had decreased approxi- 
the story fhately 4,000,000 to 127,307,884. 
11 dinner § Meanwhile, however, 9,604,000 
re Hotel P'ths were recorded, and only 4,- 
llivan, 15 
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993,000 deaths. The loss in civilian 
population had. actually resulted 
from the fact that 9,500,000 men 
and 138,000 women were drawn 
into the armed services. 

Population drifted generally to- 
ward metropolitan areas, particu- 
larly those with war plants or 
military establishments. Most sig- 
nificant national trend was away 
from the Northeast Atlantic states 
and into the West Coast states. 
New York alone lost 1,001,238 
people, while California gained 1,- 
013,629. 

Population moved away from 


such areas of limited activity as the 
Midwest (North and South Da- 
kota, Minnesota, Nebraska, Iowa, 
Kansas, Missouri, Oklahoma, Ar- 
kansas, Louisiana, Texas and New 
Mexico). Some surplus areas 
finally lost their extra labor sup- 
plies, and others, like North Caro- 
lina, acquired industries of their 
own and began to draw labor 
back. 

In many centers, turnover was 
so serious that in and out migra- 
tions occurred simultaneously. At 
Richmond, Cal., the feeling grew 
that the shipbuilding program was 


“over the hump,” and applications 
for extra gasoline allotments 
showed 10,000 workers leaving 
each month. From Buffalo, N. Y., 
1,500 leave each month. Reports 
from 137 employers in Baltimore 
showed that during the last six 
months of 1943, 109,000 workers 
were hired and 108,400 lost, for a 
net gain of 600. 

Detroit has experienced a level- 
ing off on in-migrations, but out- 
migrations are increasing. Chi- 
cago, first a surplus area, is now 
suffering a critical shortage. New 
York City, with its consumer 
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goods, novelty and service trades, 
has been a fertile recruiting 
ground, sending 820,644 workers 
elsewhere for jobs. 


Peerless Names Poss 


Edward L. Poss has resigned as 
chief of the Chicago industrial 
materials and manufacturing divi- 
sion of the OPA to become direc- 
tor of the new advertising depart- 
ment added by Peerless of Amer- 
ica, Marion, Ind., manufacturer of 
refrigeration and air conditioning 
equipment. 
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Bombers over 
- Burma...and Yanks, 
British and Indians 
sweating, straining to 
keep ’em flying. Differences 
of race, creed, and color are 


lost in something far great- 


er: INTERNATIONAL COOPERATION 
to gain the victory—and win the peace. 
Farm boy, shop worker, Ivy Leaguer— 
but every one a Yank. A long way from 
home but right at home helping the other 
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COOPERATION 


Fighting Shoulder to Shoulder in Invia 


fellow... Yankee know-how, grit and good 


nature to 


The dislocations caused by war introduce 


many problems into the production—and 


buying—of paper. International aims, to 


the best of its ability, to cooperate in solving 


these problems. 


*x BUY ANOTHER WAR BOND x 


Intecnational 


PAPER 


COMPANY 
220 E. 42nd ST., NEW YORK 17, N.Y. 
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cash with order. All 
rates): % in., $2.75; 1 to 3 in., $4 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “‘Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications (single insertion 
-75 per inch. 


Terms 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, needed now in Boston, Chi- 


ermanent. Excel salaries. 
Ask for our free booklet, ‘“‘How to Match 
Men and Jj a 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 


8 South Michigan Avenue ANDover 3129 
CHICAGO 

(Solid firms seeking sound men only are 
solicited) 


Assistant editor. Permanent. By 
prosperous merchandising publica- 
tion. namely for advancement. 
Merchandising experience desirable 
but not essential. State education, 
experience, family-status, age, sal- 
ary expected. 
: Box 4726, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT TO ADVERTISING 
MANAGER 
An opportunity the boss would like 
to have had when he was about 25. 
Now busy advertising manager of 
large Chicago manufacturing firm 
wants a draft-deferred young man 
whose 4-F refers only to his phys- 
ical condition. Opportunity to learn 
and assist in every phase of national 
advertising will be limited only by 
candidate’s ambition, enthusiasm and 
aptitude. Please write, furnishing a 
brief account of education, business 
background, ete. Give’ telephone 
number. Replies will be acted upon 
promptly. Salary open. 

Box 4724, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Solicitor. Permanent. By prosper- 
ous business paper. Merchandising 
group. Merchandising experience de- 
sired but not essential. State educa- 
tion, experience, family-status, age, 

salary expected. 
Box 4727, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


HELP WANTED 


Advertising Age, April 24, 194 
HELP WANTED 


ACCOUNT EXECUTIVE 
Industrial Agency 
Experienced in all phases of promo- 
tion for industrial products. Should 
have a thorough understanding of 
marketing, including some practical 
knowledge of selling. Ability to 
maintain a high standard of creative 
output absolutely essential to handle 
the complete programs which this 
agency manages for its clients. This 
position with medium sized indus- 
trial advertising agency, in one of 
the major cities of the North-Cen- 
tral State Area, presents an unlim- 
ited future with an opportunity to 
eventually become a principal with- 
out an investment. The business is 
expanding at a healthy rate and re- 
quires a man who can take full re- 
sponsibility for certain phases of the 
work. Salary and bonus. Applica- 
tions held in strict confidence. Ap- 
plication must be made in writing. 
Include photograph and a few sam- 

ples of work. 

Box 4725, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
To an advertising copywriter who 
wants to live in Cincinnati 
Opportunity for exceptional future 
with one of Cincinnati’s leading ad- 
vertising agencies for man _. or 
woman with real copy writing abil- 
ity in both industrial and consumer 
fields. The members of our staff—all 
swell people to work with—know of 
this advertisement and your letter 
will be kept entirely confidential. 
Better send full details of your ex- 

perience and salary expected. 
Box 4737, ADVERTISING AGE 
100 E. Ohio St., Chicago 11. Ill. 
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Library” section. 


REQUESTS BY THE HUNDREDS 


Selected pieces of manufacturers’ circulars and folders describing new 
equipment and supplies are reviewed each month in our “Suppliers’ 
No display, no ballyhoo . . . just a simple listing 
briefly describing the piece. A coupon containing numbers identifying 
the circular makes it simple to request the one wanted. This results in 


* j ig hundreds of requests for material advertising products and supplies used 


in hospitais. 


This is an indication not only of reader-interest in Hospital Manage- 
ment, but also of the interest these readers have in some of the products 
you manufacture. When prospects actually ask for your advertising, 

they are the kind you dream about. Why not give them a chance to 
| learn about the things you have to offer? 


OA 


cation 


LY Ltt 


The Only Hospital Publi- 
of both the ABC and ABP, 


which is a member 


cent 


100 E. OHIO STREET, CHICAGO 11 


DISPLAY DESIGNER 

We want a top-flight artist-designer 
who is an old hand at the special 
display and exhibit business. One 
with ideas and experience to head 
creative department and help us 
with plans for post war expansion. 
We offer a steady position with a 
good future to the right man. Write 
stating experience, qualifications, 
age, salary, etc. 

Box 4728, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPY MAN WANTED 

BY MIDWEST AGENCY 
The man we want likes to write 
copy—he writes good copy. He may 
now be with an agency, he may be 
an advertising manager with a man- 
ufacturer or he may have just re- 
ceived an honorable discharge from 
the armed forces. Somewhere, prob- 
ably in this territory, there is th’ 
man we are looking for—one whvo 
would like a first class writing job 
at good pay with a successful, finan- 
cially sound, small agency, which 
has an inspiring list of national ac- 
counts. Give full details in letter. 

Box 4729, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

PROMOTION MANAGER 
for leading Chicago business paper. 
This is an exceptional opportunity 
for a man who has ideas and knows 
how to express them. The field we 
serve is preparing for rapid post- 
war expansion, and the opportunities 
we offer a top-notch promotion man 
are unusual. Write in confidence, 
with complete information on your 
record, experience, draft status and 
present earnings. 

Box 4731, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Hl. 


Writer, part time or free lance for 
woman’s magazine. Experienced in 
advertising and educational copy, 
food and home equipment fields. For 
appointment write us in detail about 
experience and record. 

Box 4734, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


SALES MANAGER, farm impl. 


SAPP ry Teer err eer eee $25,000 
PUB. RELATIONS, farm exp. 15, 


ACO’T. EXEC., hsehold appl.. 15,000 
COPY CHIEF, major agency. 15,000 
ACO’T, EXEC. new business. 11,000 
RESEARCH DIR., food exp.. 12,000 
ASS’T ACC’T EXEC. food 

Preyer Te eee eee 12,000 
COPYWRITER, major food 

i ntti es backs Kanes 6 0en 6 12,000 
ADV. MGR. consumer gds. 

i phiken hs aed oo) 4.504 2 8 15,000 
ASS’T ADV. MGR., hsehold 

rh tac bhoe wea 646 64000 6.«3 6 9.000 
SALES PROM., hsehold appl... 8,000 
RADIO DIR., agwency......... ,500 
PROD. MGR., agency......... 8,500 
RADIO, institutional writer.. 8,000 
INDUST. COPYWRITER, 

SNE 6 cn OSA E404 CdS REE OOS 8,000 
LAYOUT ARTIST, agency..... 7,200 
SALES PROM., foods......... 6,500 
RADIO DIR., food mfgr...... 6,000 

WOMEN 
RADIO COWL WRITER, 

I eae 5,000 
COPYWRITER, Radio and b 

Ge Wik cob 6049 0.00 cc egeceves 4,500 


And many other positions open 
Fred Masterson 
Sinclair-Masterson Personnel 
310 S. Michigan Ave., Chicago 


Secretary and Casting Assistant 
wanted. Knowledge of bookkeeping. 
Young, well-educated. Exp. either 
radio production or agency. Chicago 
connection. Write full details, edu- 
cation, experience, age and salary. 
Box 4741 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Space salesman, experienced, proved 
producer. Acquaintance in food field 
valuable. Write giving full details 
or phone for appointment. FOOD 
MART NEWS, 612 N. Michigan Ave. 
SUP. 2427. 


Opportunities with well-known ad- 
vertising agency for two advertis- 
ing and sales promotion executives. 
Agricultural and industrial back- 
ground and experience desirable. 
Creative, writing and organizing 
abilities essential. These positions 
hold real opportunities for capable 
men. Also seeking man to fill ad- 
vertising department position with 
manufacturer of building equip- 
ment. Write fully. Correspondence 
and interview will be strictly confi- 
dential. 

Box 4706, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
POSITIONS WANTED 
AVAILABLE FOR THE DURATION 
Woman advertising executive exper- 
ienced in industrial manufacturing, 
publishing, agency, and retail mer- 
chandising fields will carry on his 
job for an advertising man in your 
organization while he is in the 
armed forces. Not interested in post- 

war employment. Salary $5200. 
Box 4723, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Sxperienced copywriter and editor 
of dealer and employee house or- 


gans. Young, personable, prolific. 
Chicago only. 
30x 4730. ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


Copy, idea, and promotion woman 
desires position with advertising 
agency or mfg. 9 years exp. 
Box 4743, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, TI. 


Young lady commercial artist. Just 
returned to Chicago, available for 
full time position or free lance art- 


work. Six years agency experience, 
layout, design, finished art. Call 
Buclid 7255, Chicago. 

EDITOR 
First-class. Broad experience all 
types of publications. Engineering 
background plus versatility. Over 
draft age. Permanent position de- 
sired. Can prove ability. 


Box 4739, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


——— 


ART DIRECTOR 

Woman, 37, 11 yrs. exper., temp. re, 

tired, wishes reenter adv. in perm, 

position in prod., supervising artistg 

buying art work. ’ 
Box 4740 ADVERTISING AGB 
100 E. Ohio St., Chicago 11, I], 


I Know a Young 
Versatile Advertising 
Promotion, Publicity Man 
He’s an aggressive executive (shirt 
sleeve variety) in his early thirties 

... conscientious as all get-out. 
Jack-of-all-trades? No—but during 
his “up-and-coming” period of the 
past ten years he had the drive, wilj 
and initiative to obtain a b-r-o-a-q 
knowledge of advertising that sells 
promotion that’s sound, and public. 
ity that clicks. He is_ thoroughly 
experienced in tested hard-hitting 
copy that smacks of buying-interegt 
He has a full understanding of the 
mass market and its buying habits 
He recognizes the importance of re. 
search and the vital role it will play 
in the highly competitive post war 
buyer’s market. He knows media 
selection and market analysis. ,, 
how, when and where to spend ad. 
vertising dollars to obtain the great. 
est results. He is informed on mer. 
chandising in all its ramifications 
He has a well-rounded background 
in all phases of consumer and trade 
publicity and public relations. He 
has a complete knowledge of pro. 
duction and mechanical preparation 
details typography, engraving, 
printing, photography, etc. Re. 
sourceful, realistic, creative .. . he 
is a convincing writer, lo gica] 
thinker, sound planner. His tactful. 
ness, patience, understanding of 
people and ability for organization 
and relegation of duties, makes him 
especially capable at administrative 
work. Naturally, he is now employed 
in a responsible executive capacity 
with a large concern in Chicago 
However, his reasons for desiring 
another connection are justified. He 
wants to become associated with a 
stable organization (as advertising, 
promotion or public relations mana- 
ger—or combination) where there is 
a happy environment and congenial 
associates (he believes a man does 
his best in an atmosphere of appro- 
bation and cooperation) ... witha 
progressive organization where the 
opportunities and responsibilities are 
great enough to require a young 
man of this caliber who can justify 
an initial income of $7,200 per vear, 
Box 4732, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 
Advertising Salesman — New York 
representative; general magazine, 
trade journal advertising, commer- 
cial sales, A-1 record; wide ae. 
quaintance. 
Box 4733, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y, 


Well-known radio personality de- 
sires position as free lance radic 
copywriter. Writing own show o 
air at present. Five years commer- 
cial and script copy experience. 
Box 4736, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, NL 
War time restrictions 
have forced me out of 
business. 
Am seeking a permanent 
position with opportuni- 


ties, preferably but not 
necessarily in Chicago. 
Have over 20 unusual, 
busy, result - producing 
years of experience in 
advertising. 

Can furnish A-1 records 


to prove qualifications 
for any of the following 
positions: 
Art Director 
Advertising Manager 
Account Executive 
Designer 
(Industrial & Layout) 
Copywriter 
Research Director 
Production Manager 
Sales Executive 
Age 45—Appearance “Tops”. 
Box 4738, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


Highly trained production executl 
in advertising and catalog depart 
ment of 300 people. Successful ree 
ord as Sales Manager and copywrit 
er. Able to deal with art studio 
engravers, typesetters, printer 
binders, publishers and advertisiné 
agencies. Able to establish and op 
erate adv. and sales dept. Progres 
stopped where now employed. 
Box 4690, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


REPRESENTATIVE WANTED 
Wanted—Chicago sales represent@ 
tive. Liberal commission. Good leads 


Eye Catchers, Inc. 
10 E. 38th St., New York 16, N.Y 


MISCELLANEOUS 


Publishers Representative wil 


minimum of secretarial needs 4 
sires to share office space nea 
Michigan bridge. 


Box 4735, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 
WANT NEW YORK ADDRESS! 
Our High Class Mail Address Ser 
ice forwards your letters, message 
$2.50 monthly, CBS. 542 Fifth Ave. 


MR. BUSINESS PAPER PUBLISHER! 


Do you want more advertising dollars 
from the middle west? 

Are you interested in building now 
for bigger post-war schedules? 

| am draft exempt—have enough 
shoe coupons—and know how to get 
and keep advertising. 

Five years production record this 
area. Want to take on two or three 
strong books. 


Adv: 


its 


Box 4722 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Food Advertisers 
Push Products Via 
Free Goods Offers 


(Continued from Page 1) 
in February for its meat flavor, 
B-V, through United Advertising 
Corporation, calls attention of its 
dealers to a “most unusual offer” 


ve, will 


in the current issue of Progressive 
Grocer, which includes two full 
profits on one sale. 

The Wilson offer features a com- 
bination of B-V and free maca- 
roni, and tells grocers the plan 
has been tested in a group of Chi- 
cago stores. For two weeks, May 
11 to 27 inclusive, the company is 
authorizing every grocery and 
meat dealer in the country to give 
a full-size package of macaroni 
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NEW MARKETS FOR YOUR PRODUCT? 


If your product has merit—easy, quick distribution 
can be secured for you in a highly profitable market. 


Let US be your salesman — arrange your wholesale 
connections and retail outlets for you. 


All this and more — plus a 5000-line advertising 
program can be had for only $1,075.00 in 


The "Big 4'' Newspaper Group 
of 
MICHIGAN'S UPPER PENINSULA 


(A State Within a State) 


Marquette Mining Journal 
Sault Ste. Marie News 
Escanaba Press 
Iron Mountain News 


For Further Information Phone or Write 


SCHEERER & CO. 


New York 17 
441 Lexington Ave. 
Phone: MUrray Hill 2-2423 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


. ae 


free with the purchase of a jar of 
B-V. Wilson’s deal is unique in 
that it tells dealers to give any 
brand of macaroni (not over 8 oz.) 
their customers desire. 

The company also offers deaiers 
a free macaroni merchandising kit 
to tie in with the promotion. Up 
until June 10, dealers may return 
all empty B-V cartons to Wilson, 
which will make cash payments at 
the full retail ceiling price of each 
package of macaroni given away 
free with each jar of B-V, repre- 
sented by the returned cartons. 

The trade ad stresses that the 
offer is being broadcast over the 
nation to create thousands of addi- 
tional users of B-V; a four-color 
page advertisement in the May 13 
Saturday Evening Post will play 
up the free offer, augmented by 
follow-up advertising in 160 news- 
papers and announcements on Wil- 
son & Co. radio programs. 

B. T. Babbitt, Inc., New York, 
uses space in Grocer Graphic 
offering grocers one case (48s) 
free, of Aunt Polly’s soup mix, for 
which it is the distributor, with 
every two cases (48s) of its Bab-O. 


Features lc Sale 


This offer enables grocers to run 
a lc sale to consumers by permit- 
ting them to sell two cans of 
Bab-O and give the customer a 
package of soup mix for lc. The 
trade ad carries a reproduction of 
the *1,000-line newspaper inser- 
tions which will break April 27 
and end May 13 in the New York 
Journal-American, Mirror, News, 
World Telegram and Newark News. 
Radio announcements on WEAF 
and WEVD, New York, will fea- 
ture the deal from May 1 to 13. 
Duane Jones Company handles the 
account. 

The trade ad by Chef Boy-Ar- 
Dee Quality Foods of Milton, Pa., 
features a “prize package” which 
gives grocers three sales in one 
and stresses the low point blue 
stamp value of its products. 

The three-in-one package con- 


tains spaghetti sauce, grated 
cheese and jiffy spaghetti. 


“Millions will be hearing and 
reading about this famous ‘big 
dinner for 3 or more, ready in 12 
minutes, all during 1944,” says the 


copy, which tells grocers of its 
Mutual network program, color 
ads in national magazines and its 
campaign in dozens of newspapers. 
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with WTAG. 


395 said they listened to the 


an audience. 
PAUL H. RAYMER CO. 


from the WIAG | 


Market, please! 


A survey by the Worcester County Extension 
Service is a case in point. From 55 different towns 
came 403 mailed replies from farmers, of which 


on WTAG at 6:45 a. m. When you buy time, buy 


National Sales Representatives 
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That could be a common order if people realized 
how many eggs come from Worcester County, the 
WTAG Market. You have only to look at the first 
dozen counties of the nation’s 3000. There yoy’ll 
find Worcester in 12th place in total egg production. 
Egg raising in an industrial market? Yes, and both 
these major incomes are yours from the INSIDE 


agricultural program 


WAG 
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ASSOCIATED WITH THE WORCESTER TELEGRAM-GAZETTE 
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These are typical St Paul homes, substantial, attractive . 
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and wealth of the city. More than 50% of the families own their own. 


its tremendous buy ing power, etc., on this one to 
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This is just a small portion of the trackage at the St. Paul Union De 
over which flows commerce and travel of the nation. The city is the 


and crossroads of nine railroads. 


RIDDER-JOHNS, INC., National Representatives 


CHICAGO 
Wrigley Bldq. 


NEW YORK 
342 Madison Ave. 
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indicative of the stability 


t Beautiful buildings, tremendous hengars, 
bub of the air and concrete runways mark St. 


... high spots of St. Paul are what we want you to see... can’t show yo 
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recreational centers . . . occupies 
plus another 80 acres of lake. 


EE CO De 
ur... but we can give you 
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huge municipal airport. 


DETROIT 
Penobscot Bldq. 


ST. PAUL 


Dispatch Blda. 


This is a scene in Como Park, one of St. Paul's many beautiful 


hop in and we'll hit some of the high spots . . . the gas is on us 


u the many great industries, its big population, 


St. Paul 
380 acres of land in the city, 
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some idea of what a whale of a market it really is. 


This is an air view of 


tential sales for anybod 
of St. Paul's loop district and a section of adjo 


This is 
erected in 1905 at 


is the Capital city of Minnesota. 
the State Capitol buildin 


million dollars. 
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See ‘Mark Time’ 


Era for Consumer 
Goods Nearing End 


(Continued from Page 1) 


be aware of the decisions that]; 


were made. 

Appearing before the Senate 
military affairs committee today, 
Mr. Nelson warned that heavy un- 
employment would result unless 
the nation was prepared to return 
to large scale output of consumer 
goods immediately upon the fall of 
Germany. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


by A 


Taking the position that not a 
single weapon should be built once 
the need no longer existed, Mr. 
Nelson said that the effects of cut- 
backs that would follow victory in 
the west could be absorbed only 
if industry had its plans ready. 

The WPB chairman drove ahead 
in the planning Monday when a 
group of 17 automobile executives 
were asked to draw up two pos- 
sible reconversion plans: one based 
on production of a practical min- 
imum number of cars, and the 
other on unrestricted output. 

While some members of the in- 
dustry felt they could not produce 
on a quota basis, representatives 
generally agreed that production 
of automobiles could start when 
WPB authorized 2,000,000. 

In addressing the meeting of 
automobile makers, both Mr. Nel- 
son and WPB Executive Vice- 
Chairman Charles E. Wilson 
agreed that no resumption of auto- 
mobile production is in sight. The 
date of reconversion will depend 
entirely on military events, Mr. 
Nelson pointed out. 

“We’d be negligent and you 
would be negligent, if we didn’t 
think through the policies on re- 


adjustment before the time for 
readjustment arrives,” Mr. Nelson 
pointed out. “In peacetime your 
industry furnishes more employ- 
ment than any other. Well in ad- 
vance of the collapse of Germany, 
we must carefully plan just how 
we'll get back to the resumption 
of auto production.” 


New Report Circulated 


Meanwhile, a new report was 
reported to have been circulated 
among key WPB officials indicat- 
ing that at the current rate of cut- 
backs, ample facilities and man- 
power would be available late this 
year for widespread resumption of 
the production of household items, 
and other civilian goods. Pools of 
unemployed manpower are already 
reported in some sections, and the 
House military affairs committee 
said today the situation was too 
confused to justify a national serv- 
ice act. 

Pending a more definite settle- 
ment of the military situation, 
WPB and officials of the armed 
forces were reluctant to consider 
additional adjustment in the pro- 
duction program at this time, but 
no effort was made to project the 


a full year 


anything in 
the field... 
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@ The October 1942 issue of Aviation Service was the first publica. 
tion edited exclusively for men-responsible-for-service in the aircraft 
industry! In fact, for at least 18 months prior to October 1942, 


“AVIATION SERVICE MAGAZINE. 
549 West Washington Boulevard, Chicago 6, Illinois 


By the Publishers of Motor Service Magazine—leader, 
for 23 years, among automotive service publications 


aviation magazines had not devoted a single article to “service!” 


@ Now, the “how-to-do-it” editorial 
technique employed by Aviation 
Service Magazine has firmly estab- 
lished this publication’s leadership 
throughout the aircraft mainte- 
nance field—Civil and Military— 
operating and manufacturing. The 
right men read it! 


@ The rigidly controlled, non- 
waste circulation of individually 
addressed copies of Aviation‘Serv- 
ice Magazine assures your adver- 
tisement the widest effective dis- 
tribution at lowest cost. The right 
men—all of them—get it! 


WRITE FOR interesting facts and figures on 
advertising to the Aviation Service Industry! 
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current conservatism into the later 
portions of the year. 

WPB, it was rumored had 
already drawn a plan of its own 
for production of some automo- 
biles late in the year, when the 
rate of obsolescence will have re- 
duced the pool of cars available to 
essential workers to a minimum. 
But automobile officials reacted 
coolly to such a plan, unless the 
number of vehicles involved were 
sufficient to justify reestablishment 
of assembly lines. 

Perhaps one of the most inter- 
esting aspects of the appointment 
of the seven-man advisory group 
on reconversion, was Mr. Nelson’s 
effort to insure that the recon- 
version program was subjected to 
adequate publicity. 

In describing his plans, he said 
that all reconversion proposals 
made by industry in the industry 
advisory committees would be re- 
leased to the public at the same 
time that they were transmitted 
to the top advisory group. 

Among the problems which will 
be considered by the group will be 
those of protecting competition, 
timing the reentry of companies 
into consumer goods: fields, and 
granting materials to new and old 
companies. 

Those appointed include Eugene 
Meyer, publisher, Washington Post, 
representing public opinion; Gor- 
don Rentschler, chairman, National 
City Bank of New York, finance; 
Eric Johnston, president, U. S. 
Chamber of Commerce, manage- 
ment; Philip Murray, CIO presi- 
dent, and William Green, AFL 
president, labor; William J. Kelly, 
president, Kelly O’Leary Steel 
Works, Chicago, heavy industry; 
and Ruth O’Brien, Department of 
Agriculture bureau of human nu- 
trition and homé economics, the 
consumer. It is understood that 
two other members, representing 
distribution and agriculture are 
still to be named. 


LABOR TERMED KEY 
TO CIVILIAN OUTPUT 
Chicago, April 19.—The man- 
power supply will largely govern 
whether or not increased civilian 
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goods production will be possible 
in the last quarter of this year 
Stacy May, director of the WPB’; 
bureau of planning and statistics 
told the American Managemen} 
Association’s production confer. 
ence here today. 

Declaring that there was certain 
to be no change in the situation 
before fall and predicting a shrink. 
age of 1,000,000 men in the coun. 
try’s labor force during 1944, Mr. 
Stacy admitted that “it is probable 
that sufficient steel, aluminum and 
copper could be made available to 
support conversion to nonmilitary 
production.” He added: 

“If manpower is available we 
shall be able to harness to con. 
sumers’ durable goods or service 

equipment the metal working Ca- 
pacity that by the year’s end is 
scheduled to be unhitched from 
ground-Army munitions contracts, 
If labor is not available, in the 
sense that the employes of the 
closed-down plants are vitally 
needed for other work in the same 
or different localities, or even if 
they are needed for other nonmili- 
tary work judged to be more im- 
portant, the shuttered plants will 
stay closed down.” 


Rosenthal, Rush Form 
Graphics Institute 


Herbert Rosenthal and _ Burt 
Rush, both formerly with Picto- 
graph Corporation, New York, 
have opened the Graphics Insti- 
tute at 5 East 44th St., New York 
17, as a graphics agency to plan 
and execute pictorial charts and 
maps for presentation in news- 
papers and other media. 

Purpose of the institute is to 
offer the services of trained statis- 
ticians and graphic analysts to ad- 
vertisers and their agencies who 
want to dramatize facts, figures 
and ideas. 


Hebert Joins Agency 
Fred G. Hebert, formerly in the 
sales promotion department of 


Station CHML, Hamilton, Ont., has} 


been named an account executive 
of McConnell, Eastman & Co., To- 
ronto agency. 


the written or oral approach. 


caliber. 


posal... 


207 W. Jackson Bivd. 


You should be, if you have a message to put across.. 
be taught with effectiveness and certainty. 
way to put it across is to put it on film. 


Are You In The Picture? 


.a craft to 
The simplest, fastest 


No, it’s not beyond your pocketbook — for it’s been proven time 
and again that over a space of time, the speed and efficiency of 
film training will more than offset the costlier, slower methods of 
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| 
Our large, fully equipped sound studio in New York is available | 
for special pictures at a nominal fee. A highly technical, experi- | 
enced staff offers sagacious and time-proven service of professional {| 
Where it is more advisable to be “on the spot”, our | 
capable crews and adequate equipment are placed at your dis- | 
to suit your convenience. 
| 

| 

| 

| 

| 

| 

! 

| 

| 

| 

» 


It’s no bother — write for particulars today. 


FILMCRAFT PRODUCTIONS 


l 

! 

j Division of 

SOUNDIES DISTRIBUTING CORPORATION OF AMERICA, 
! 
l 
’ 


INC. 
Chicago 6, Illinois 
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Ossible ma 

we, | Chicago Enters 
tistis 7 Fashion Fray with 
onfer. 

“$100,000 Budget 
natal (Continued from Page 1) 
hrink. tion of a publicity department that 

coun. § will issue regularly scheduled re- 
14, Mr. & leases, both editorial and pictorial, 
‘obable § to newspapers, press syndicates, 
im. and national fashion consumer maga- 
able tp § zines and all trade publications. 
rilitary In addition, tie-ups will be made 
| with newspapers in other cities, 
le we | Mr. Meinhardt said, to run a Chi- 
© con. § cago Fashion Industries column. 
service § More than 40 newspapers have 
ing ca- § already accepted this service, he 
end is revealed, adding that each garment 
1 from illustrated or described will be 
ntracts § merchandised by local _ stores. 
in the Fashion Industries will also pub- 
of the ® lisn a complete catalog and buyer’s 
vitally F guide of the Chicago apparel in- 
e same @ dustry, to be made available to 
even iff every merchandise manager and 
onmili. § apparel buyer in the country. 
re im- The promotional project also 
its will | calls for establishment of a coop- 
erative program with local resi- 
dent buying offices and _ with 
fashion designing schools in Chi- 
m. cago and throughout the nation, 
and sponsorship of elaborate mar- 
i B ket weeks and style shows for ad- 
pial vance fall and spring merchandise. 
York, Based on Facts 
s Insti- 
w York “The prediction that Chicago 
to plan@ will become the largest selling 
rts and§™ apparel market in the world must 
news-§ be based, not upon fanciful possi- 
bilities, but on existing facts,’ Mr. 
e is t@ Meinhardt said. “Recent survey 
i statis-§ of the fashion industry here re- 
s to ad-@ veals these facts—and they may 
ies who@ be a revelation to Chicago’s own 
figures% manufacturers as well as the trade 
and other markets.” A breakdown 
of Chicago’s apparel business— 
with more than $250,000,000 of this 
Y merchandise manufactured locally 
y in the§ —reveals these highlights: 
nent of Chicago makes and sells every- 
Ont., has§ thing in apparel, in every price 


xecutive 
Co., To- 


and size range .. . it is the largest 
wash frock market in the country 

. it does more business in the 
quality junior market in the $10.75 
and up bracket than any other... 
its sportswear market has devel- 
oped remarkably “and soon will 
be recognized as one of the leading 
sports manufacturing centers in 
the country”... it is the nation’s 
second largest men’s wear manu- 
facturing center .. . its millinery 
manufacturers have the second 
largest volume . . . its shoe mar- 
ket “is an excellent one,” with 
“the national shoe fair held here 
each year”... more than 200 sales 
representatives of the industry 
have permanently located shoe 
rooms in Chicago . . . and every 
outstanding buying office in the 


9 Rockefeller Plaza, New York 20, N: Y. 
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lable ‘ More key officials in Wash- 
peri- | "&ton read TIME regularly than 
nel | read any other magazine, however 
- big its circulation. 
our | 
dic- 2. the members of Congress 
| vote TIME the most important 
U.S. magazine that carries 
advertising. 
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| For further details write to 
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country maintains permanent 
branches in Chicago. 

Because of Chicago’s variable 
weather—ranging from the torrid 
heat of the South to the rigorous 
cold of the North, frequently 
within a short interval of time— 
fashion designers have of necessity 
designed clothes which would be 
suitable not only for capricious 
climate, but for that of any part 
of the country, Mr. Meinhardt 
pointed out. Declaring that this 
condition redounds to the benefit 
of the Chicago apparel industry, 
Mr. Meinhardt added: “The cos- 


mopolitan aspects of Chicago also 
have played an important role in 
the development of its fashion in- 
dustry, as those who come here 
from every part of the country 
retain the color and individuality 
of their previous environments.” 
Indications are that New York, 
through its big New York Dress 
Institute, is failing to protect its 
huge market completely, although 
it is spending an estimated $1,000,- 
000 a year through J. Walter 
Thompson Company. Los Angeles, 
for instance, spending $40,000 a 
year for promotion, has seen its 


apparel business almost double 
in total volume during the years 
from 1939 through 1943. 

Its present total of $110,000,000 
is only a tenth of New York’s, but 
the West Coast industry, working 
through the Associated Apparel 
Manufacturers, has launched an 
expanded drive, chiefly by featur- 
ing in a widespread advertising 
program its slogan: “Authentically 
Made in California.” Hillman- 
Shane-Breyer continues to handle 
Associated’s account, although it 
tried to resign -it earlier this 
month (AA, April 10). 


Armstrong Names Four 


The Armstrong Cork Company, 
Lancaster, Pa., has named to its 
advertising and promotion depart- 
ment William E. Cash, formerly 
assistant advertising manager and 
later art editor of the John C. 
Winston Company, Philadelphia; 
Wallace R. Biggs, formerly head 
of the journalism department of 
Lehigh University; Lawrence E. 
Geraghty, formerly with the Kelly- 
Springfield Engineering Company; 
and Mary E. Kraft, interior de- 
signer. 


WENT TO THE 


* According to latest C. E Hooper Survey, Fall and Winter 1943 
to 1944 from 9:45 A. M. to 10 A. M., Monday through Friday. 
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Hosiery Industry 
Forms Postwar 
Planning Group 


New York, April 20,—Appoint- 
ment of a hosiery industry postwar 
planning committee was an- 


nounced by Earl Constantine, pres- 
ident of the National Association 
of Hosiery Manufacturers, which 
held its annual meeting today. 
This committee, relatively large in 
size,. is representative of all sec- 
tions and branches of the industry 
and was appointed by Mr. Con- 
stantine upon authorization by the 
board of directors. 


The committee will choose the 
subjects which it will explore and 
will make its conclusions and ad- 
vice available to the board. The 
purpose and scope of the commit- 
tee were defined by Mr. Constan- 
tine as follows: 

“The process of converting in- 
dustry back to peacetime opera- 
tions will undoubtedly be as com- 


plicated and delicate as has been 
the conversion to wartime econ- 
omy. The relaxation or termina- 
tion of government controls will 
probably be gradual. When we 
approach the end of hostilities we 
will have to face many unusual 
situations and problems. The 
success with which we handle 
them will depend in part on 


click? . . 


igan .. 


Want to find out how that new campaign will 
. get America’s reaction to that new 
product, new design, new package? 


Get the answer quickly, economically, and 
accurately by advertising to Holland, Mich- 
. the national market in capsule form. 


Holland is truly representative of the diversi- 
fied industries, the large measure of employ- 
ment, the high living standards, the thrift, 


Consult the Holland, Wich, 


SENTINEL WA 


7, you want to know how 


your Vationat campaign will blossom 


plant your /ézd¢ advertising seeds 
in the famous tulip town of Holland 


cleanliness and many cultural advantages 
which characterize all good American markets. 


Advertise in the SENTINEL because it is the 
one paper that covers local Holland news... 
and because it delivers 8,000 copies into as 


many homes. 


Try it out in Holland, in the SENTINEL, 
for the national answer you can bank on. 
Write for actual case histories to prove it. 


Scheerer & Company 
Representatives 

35 E. Wacker, Chicago, Illinois 

441 Lexington, New York, N. Y. 


in the army 


W-H-O said 
7 hye tlt Toe 


CCORDING to the popular refrain, “what’s good is 
.’* We grant that statement when it 
comes to scrapping. But where it’s a question of winning 
friends and influencing sales, we take exception. 


According to a survey just completed by Fact Finders 
Associates for the New York Post, among the shoppers 
of thirteen leading department stores—of 1340 shoppers 
who read the New York Post, 86.0% were young, willing 
and able earners and spenders under 45 years of age, and 
55.3% of them were from 18 to 34. 


Dos 


YOFF 


theetet 


86.0% AT THE NEW YORK POST ARE IN THEIR PRIME! 


* Used by Permission of M. WITMARK & SONS, Copyright 1943. 


SEND FOR YOUR FREE 
COPY OF THE SURVEY, 
“KEY SHOPPERS OF 


NEW YORK" 
tails about YOUTH and other 
important facts 


York Market. 


MARY McCLUNG, Advertising Director 
ED KENNELLY, National Advertising Manager 


75 WEST STREET © NEW YORK 6, N.Y. 


for the full de- 


about the New 
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whether or not we have anticj. 
pated them and are prepared to 
deal with them.” 


Publications Hit 


by New Warren 
Audit Ruling 


Washington, D. C., April 21 ~— 
A new tack in Comptroller Gen- 
eral Lindsay Warren’s campaign to 
tighten up on the auditing of cost. 
plus-fixed-fee war contracts came 
to light today with a report that 
GAO field officers are interpreting 
the standard provision allowing 
advertising in trade and technica] 
publications in a manner that 
would exclude many important 
publications. Working under ord. 
ers from Mr. Warren, the GAO 
field auditors have challenged ex- 
penditures of a leading West Coast 
airplane manufacturer in some of 
the leading aeronautical publica- 
tions on the ground that those 
which are sold on newsstands are 
publications of general circula- 
tion and not strictly for the trade, 

This GAO interpretation, de- 
signed to narrow the list of pub- 
lications in which war contractors 
can advertise at public expense, 
differs sharply from the approach 
of the War Manpower Commission, 
which has specifically ruled that 
trade and business papers do not 
qualify as “magazines of general 
circulation.” 


Causes Many Delays 


While these savings in contract 
settlements would seem to prove 
the Comptroller General’s argu- 
ment that billions of dollars can be 
saved in contract termination if 
the GAO is permitted to supervise 
settlements, confusion and delays 
which have occurred in the settle- 
ment of contracts as a result of 
this operation lend credence to the 
charge of the Baruch-Hancock re- 
port that the GAO will delay re- 
conversion and create unemploy- 
ment. 

Mr. Warren’ s status in contract 
termination may be settled next 
week when the House rules com- 
mittee is to decide whether the 
May or Vinson bill shall be de- 
bated in Congress. The former 
provides for full audit by the GAO, 
with the Vinson bill limiting Mr. 
Warren to a post-audit. 

Air. forces headquarters here, 
questioned on the trade publica- 
tion issue, admitted that consider- 
able confusion had resulted in the 
field as a result, but pointed out 
that the GAO rulings are far from 
final, and that their basic policy 
of allowing advertising in trade 
and technical publications is not 
involved. 


Denies ‘Tribune’ Request 
for Milwaukee Paper 


The War Production Board last 
week denied a request for 22,872 
tons of newsprint a year which 
the Chicago Tribune sought to use 
od a new daily paper*in Milwau- 

ee, 

In a letter to the Tribune, Ar- 
thur R. Treanor, director of the 
WPB printing and publishing divi- 
sion, said the newspaper based its 
request upon a claim that the 
Willkie defeat in Wisconsin’s prt 
mary repudiated the policies of 


existing papers in the state. ‘“Ob- 
viously,” said Mr. Treanor, “any 
determination based upon any 


appraisal of the relative merit of 
one publication as against another, 
or the feeling on the part of ad- 
ministrative officials that a par- 
ticular political viewpoint was nol 
being presented adequately, would 
constitute censorship and would 
abridge freedom of the press 
which is guaranteed by the Con- 
stitution.” 


Dever Edits Ad Column 


Edward J. Dever Jr., for ! 
years on the editorial staff of th 
New York World Telegram, 
been appointed editor of its adver 
tising mews column, succeeding 
Joseph C. Meehan, who has joineé 
Magazines of Industry, New York 


Pedlar to McGillvra 


Té6m Pedlar, formerly with th 
radio department of Arthur Kué 
ner, Inc., New York, has joinée 
the New York sales staff of Josep 


Hershey McGillvra, Inc. 
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‘Chicago Sun’ 
Wins Ayer Cup 


Philadelphia, April 20.— The 
Chicago Sun has been awarded the 
F. Wayland Ayer Cup, highest 
recognition in the 14th annual 
exhibition of newspaper typogra- 
phy conducted by N. W. Ayer & 

n. 

—_s paper was selected from 
more than 1,000 entries in the 
exhibition which was open to all 
English-language dailies in the 
United States. The award was 
made on the basis of excellence of 
typography, makeup and press- 
work, with the additional factor, 
important in these days of news- 
print shortages, of paper-saving 
use of type and format. 

In addition to the Ayer Cup 
award, honorable mentions were 
awarded to papers in the follow- 
ing circulation and format groups: 

Standard-size papers of more 
than 50,000 circulation: First hon- 
orable mention: Christian Science 
Monitor; second honorable men- 
tion: Los Angeles Times; third 
honorable mention: St. Paul Pio- 
neer Press. 

Standard-size papers of from 
10,000 to 50,000 circulation: First 
honorable mention: Kenosha Eve- 
ning News; second honorable men- 
tion: St. Petersburg Times; third 
honorable mention: Daily Journal, 
Elizabeth, N. J. 

Standard-size papers of less than 
10,000 circulation: First honorable 
mention: Daily Bulletin, Endicott, 
N. Y.;; second honorable mention: 
Evening Tribune, Hornell, N. Y.; 
third honorable mention: Herald, 
Titusville, Pa. 

Tabloids regardless of circula- 
tion: PM, New York; honorable 
mention: Washington Daily News. 

Judges of the exhibition were 
Dorothy Thompson, columnist; 
Admiral A. J. Hepburn, chairman 
of the general board department 
of the Navy; Lowell Mellett, news- 
paper man and until recently ad- 
ministrative assistant to the presi- 
dent; Jean Carlu, poster artist; 
and Prof. Thomas F. Barnhart of 
the University of Minnesota. 


es 


HENRY H. CONLAND 


Hartford, Conn., April 18.— 
Henry H. Conland, 61, publisher of 
the Hartford Courant, died here 
April 15 after a long illness. 

Mr. Conland first went to work 
for the paper as a reporter and 
then as a clerk in the business 
office and rose rapidly, becoming 
treasurer and general manager of 
the Courant Company in 1915. He 
was elected president and pub- 
lisher in 1926. He was a member 
of the Associated Press, the Amer- 
ican Newspaper Publishers Asso- 
ciation and the New England Daily 
Newspaper Association. 


T. G. JOSLIN 


Wilmington, Del., April 18.— 
Theodore G. Joslin, public rela- 
tions director for E. I. du Pont de 
Nemours & Co., died here April 12 
following a heart attack. 

Mr. Joslin, before joining du 
Pont, for several years was presi- 
dent of the News-Journal Com- 
pany, publisher of the Wilmington 
Morning News and Journal. He 
was also a contributor to many 
weekly and monthly national mag- 
azines, and served as secretary to 
former President Herbert Hoover. 


R. E. BUCKBEE 


Minneapolis, April 18.—Lt. R. E. 
Buckbee, 37, formerly with the 
national advertising department of 
the Minneapolis Star Journal and 
Tribune, died of pneumonia March 
25 somewhere in the European war 
theater, his family has been in- 
formed. He had joined the Navy 
two years ago. 


A. W. ELLIS 


Boston, April 18—Albert W. 
Ellis, dean of Boston’s active ad- 
vertising executives, died April 13 
at his home in Medford. Mr. Ellis, 
who was 75, in 1905 established 
the A. W. Ellis Company. He was 
one of the founders of the Ameri- 
can Association of Advertising 
Agencies and was a charter mem- 
ber of the National Outdoor Ad- 
vertising Bureau. 


Beware... 


“Little Things That Make \! 


a BIG DIFFERENCE in 
Newspaper Advertising” 


of too much reduction 
A lot of good original quality is lost through over- 
reduction. White spaces vanish . . . parallel lines 
become ink traps . . . and everybody cusses. For 
good reproduction, art work should not be over 
twice size. Keep in mind the finished reproduction 
when ordering original engraving. Instruct engraver 
when subject is to be matted—see that original is 
properly etched. If we can 
help you over some produc- 


tion bumps we’ll be glad to 
do so... just say when! 


DIRECT PRESSURE MATS 


418 South Market Street, Chicago 7, Illinois 


’ C/ 
— faa - — 


May we put you on 
our Mailing List? 


STEREOS « ELECTROS 


ae 


MOST DECORATED 
NAVY OFFICER 


O’Bannon’s Skip- 
per “Has Been 
Awarded More 
Decorations Dur- 
ing This War 
Than Any Other 
Officer in the 
Naval Service”, 
the Navy An- 
nounced April 3. 
A Presidential 
Unit Citation Had 
Been Awarded the 
O’ Bannon. 


THE TERRIFIC 


In the Great 
May issue of 


TRUE 


HOW LUCK AND SHEER GUTS, ABOARD 
THIS FAMOUS DESTROYER, HELPED 
TO STOP THE TOKIO EXPRESS. 


The Man's 
Magazine 


e@ In the waters of the Solomons, at Vella Lavella, in the Kula Gult, and 
off Kolombangara, she and her fighting crew ran up record score of Jap 
ships hit—damaged—sunk. True grabbed the full story months ago for 
this issue. How good was our judgment? See the newspaper headlines of 
April 3—just after the May issue of True hit the newsstands! 


ALSO: 22 Thrilling TRUE Adventures, Mysteries, Full-Lengthers, Short 
Subjects, War Stories, in TRUE, The Man’s Magazine! Including: 


EN like to read what’s true. So here is 

TRUE —the Man’s Magazine. Every 

page authentic, every word true, every story 

and article a thriller—aimed straight at what 
men like to read. 


You won’t find another magazine like True. 
It is all alone for sheer men’s entertainment. 
The features and photographs shown here 
are a sample. The great May issue is at your 


newsstand now. 


READ THESE GREAT MAY FEATURES 


In Love With Danger, Old Loggers Never 
Die, Cherokee Bill’s Last Stand, Gorillas 
Are Awful People, March of Death, Tex 
O’Rourke, When Your Number Isn't Up, 
North Sea Saga, Tin Can Shark Trap, and 


3 


Bill Dickey, King of Catchers: At bat with his own 
men on base, or behind the plate with winning 
run at third—Dickey was dynamite. (Page 14) 


oe 


Woollcott's Favorite Unpublished Mystery: He 
died before he could write this strange tale of 
Mississippi steamboat days. (Page 30) 


Tarawa's Tide of Blood: A combat photographer, 


who was there, tells in words and pictures the 
story of the Marines’ deadliest fight. (Page 6) 


They Were Missing Men: No Jap searchlights 


caught them. Anti-aircraft smashed them to 
ribbons. Then their long trek started.( Page 10) 


Inc., 1501 Broadway, New York 18, N.Y. 
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The hig guns of our fleet are stripped down and ready for 4 

action against our enemies on the high seas. America’s & 
newspapers are stripped down and firing a steady barrage . 
of news and information to support the war effort on the 


home front. Every unnecessary operation or unnecessary 
use of newsprint has been tossed overboard to further the 


- 


i 


a 
Be 


FORI 
supreme effort of winning the war. * The Chicago TIMES coun 
is carrying on its part in the battle for more than 400,000 age 
Chicago area families. *% It’s foundation has been built on the tiona 


tabloid basis of economical newsprint usage. The process 

of stripping down to meet war conditions has thus brought 

an unequaled strain to this newspaper. Newsprint economies 
have been instituted in every department. The TIMES was the 
first paper’in Chicago to institute a 10144 em width for its 
classified columns. The number of pages per copy has 

been limited again and again, with the consequent 

omission of paid advertising. More than 20,000 Sunday 
country circulation has been arbitrarily eliminated. Folio 
lines have been changed from the top to the side of the page. 
Returns have been cut to less than two per cent, an 

operation which, in a city with some 12,000 sales outlets, can 


only result in sold-out news stands. Our latest device to AID: 
save newsprint has been the remodeling of our press sl 


equipment so as to print 1,000 lines per page instead 

of our former 1,090. * More than 400,000 loyal families in 
Chicago depend on The TIMES for news about the war 

and their loved ones at the battlefronts. They 

depend upon it for what must be done on the home 

front to help bring a quicker victory. The TIMES will 
continue to save newsprint and at the same time maintain 

its service to readers in the interest of the national effort. 


THE % TIMES |? 


CHICAGO'S VRE NEWSPAPER 
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OF THE WEEK 


A BOY...A WATER WHEEL...AND A DREAM! 


{ WORKED! Perhaps no boy had 

ever seen a more beautiful sight. 
Over a little dam spilled the water 
of the country ditch. The homemade 
water wheel began to turn on its rake- 
handle shaft. Faster and faster it 
went. Next step was to connect it to 
an old coffee mill in the woodshed. 

Pebbles were poured into the churn- 
ing mill. They sparked and crackled 
like a Fourth of July display, grind- 
ing noisily into sand to be used later 
for a casting mold. 

Here was the first moving device 
ever created by Henry Ford! 


Meantime, somewhere inside his 
inquiring mind, a dream was strug- 
gling to shape itself. A dream of other 
wheels that would one day turn to 
lighten the burdens of farm and in- 
dustry . . . to change the transpor- 
tation habits of the nation. 

From water wheels to watches, to 
steam engines, to gasoline engines, 
Henry Ford's interest in wheels pro- 
gressed. And the rest is history —the 
history of the automobile industry. 

Since 1895, when the first Ford car 
was wheeled into Bagley Avenue, 


FORD MOTOR COMPANY 


Detroit, more than 30,000,000 Ford 
cars and trucks have been built. 
Yet the thought and spirit that 
prompted that long-ago experiment 
with the water wheel have never 
changed at Ford Motor Company. 
There is still the same ingenuity that 
is not afraid to be original . . the 
same wanting-to-find-out-for-oneself 
that always makes for progress. 
Today, this philosophy and the 
skills developed through more than 
40 years are being applied to Ameri- 
ca's vital needs. From this will arise 
new techniques to serve the nation 
even better when Ford resumes the 
production of sturdy, comfortable 
transportation, priced within the 
reachofthegreatest number. AsHenry 
Ford has said: “Our times are primi- 
tive. True progress is yet to come.” 
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CORRECTION 


Corona Portable Typewriters are uot yet available 
for general civilian distribution*® 
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FORD STARTS NEW MAGAZINE SERIES—With this institutional message re- 

counting some of the exploits of Henry Ford and the company he founded, 

Ford Motor Co. last week launched its first magazine ad series to be handled 

by J. Walter Thompson Co. (AA, March 20). Newspaper copy, also institu- 

tional in nature, broke last month, and company is said to be still considering 
radio. 


AIDS ‘RETURN THE BOTTLE’ DRIVE—As its part of the effort to solve a criti- 

cal national problem, the wartime shortage of bottles, the Brewing Corp. of 

America has released this 24-sheet poster prepared by its agency, Lang, Fisher 
& Stashower, Cleveland. 
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ATTEND BROADCAST RECEPTION—Following the recent CBS broadcast of 
the Shostakovich Eighth Symphony, KQW, San Francisco, collaborated with 
the Russian consul-general to hold a reception at the Soviet Consulate. Left 
to right are H. S. McWhorter, U. S. Rubber Co., which sponsors the New 
York Philharmonic broadcasts; Mrs. Lomakin, wife of the consul-general; Ralph 
R. Brunton, general manager, KQOW; C. S. Harris, Pacific regional manager, 
U.S. Rubber; Consul-General Jakob Lomakin; Mrs. Kheifetz; C. L. McCarthy, 
KQW manager; and Gregori Kheifetz, Soviet vice-consul. 
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NOT FOR CIVILIANS—To help clear 
up reports that portable typewriters 
are being made for civilian use, L. C. 
Smith & Corona Typewriters, Inc., last 
week used magazine space to carry this 
statement. Civilian orders can't be 
filled now, it explains. The company's 
Syracuse, N. Y., plant, however, has 
resumed limited production of office 
typewriters. 
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PATRIOTISM IS NOT ENOUGH |” 


WOMEN NEEDED—In_ cooperation 
with the government and the War Ad- 
vertising Council, Alley & Richards, 
New York, prepared this copy for its 
client, Tubize Rayon Corp., designed 
to impress upon women the vital need 
of their services in civilian and war 
jobs, and in the services. The ad ap- 
pears in five national magazines this 
month. A coupon offers women a free 
booklet entitled "Where Am | Needed 
Most?" 
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BIG—ISN'T SHE?—Reclining from 50th St. almost to 5Ist St., along Broadway, 

New York, this gargantuan painting of June Havoc, star of Michel Todd's 

musical comedy, “Mexican Hayride,” is claimed to be the largest sign in the 

world. Measuring 157 feet long and 30 feet high, it was reproduced from an 

original Varga sketch at a total cost of $11,000. Artkraft-Strauss, Inc., did 
the painting. (Story on Page 26.) 
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TEAMING UP—Both the service men and the soldier-mechanic use lubrication 
guides of the kind originated by Chek-Chart Corp., Chicago, 15 years ago, the 
company points out in: this spread appearing in the new "Service Man's Guide 
to Automotive Lubrication.” Reprints are being sent to oil companies, offering 
Chek-Chart aid in promoting the theme to dealers as a morale builder. 
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ENTICING PICTURE—This colorful spread appears in a new brochure being 

sent, along with an equipment reservation plan, to network and station execu- 

tives and other prospective television broadcasters by the General Electric 

Co. electronics department. The brochure, "Television Broadcasting Postwar,” 

outlines the pattern GE believes television will take, and describes its tele- 
vision workshop at Schenectady, WRGB. 
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RECIPE ON EVERY WRAPPER 


BUTTERFINGERS MAKE FINE COOKIES—That's what Curtiss Candy Co., Chicago, will tell consumers in a new cam- 
paign for Butterfinger candy that broke April 23 with car cards in metropolitan Chicago, greater St. Louis, Kansas City, 
Kan., and Kansas City, Mo., and Gary, Ind. The Curtiss agency for transportation advertising is Arthur Cohn & Associates, 


New York. 


a 
= 


¥ ie = 
: : a 8 : 
ge as 4 ee oa £E SF segiallid 
es — ——vor ; 
4 | ee cciguimne : : 
+3 a. _ 2 _ ripe? t — ; ay 
uf adh rh aes Sale 
lh 2 aeef Li h T 9 fe i ie ; 
- ’ iA . ; fae. 
; t fo y 4 thy Fo Se 
" a = om ; beac Fe <a . * 4 f —— in 
. ae Bo oO Ne [a «= ~- 
ee yo , sv os 
° ‘a . i —G& | 4 a 
y Sa ey , a4 i . 
4 Sacer) eons Si, he om taf i ' ~ J 4 = 
, | ioe 44 aa 
ve allt oe - WP se f ' 4 ne 
. a ne ® } — a ae 
ee : . i i, = d , aeapensss cae 
Bek . m ‘one ee BS 12 , 
ee 0 ee ‘ sl F 
Bes. -.. ’ a wt 9 i a " = ; Ol ral zs . 
= ~~ * 2 en ; : =f ee ese <a ii t old — = 
< As, . ee Tha ‘7 
& Ss ap yes, PaaS 
* i) ee Be 
a) idl i : 
a a. 
ee 
pe . 
Se Ca a - eo ee a 
A EME SS ig “ ;—~\-~ 7 a 7 fe, Reve ee Comms a ir J 
fiiits mma ae ae 4: q 1B r : a | _e { porlageiranpsone od wr atiad ae ie af 
Shug! * e 1 rl ane J fae oS a (a a - aa 4 gs i ae Bee Be F . ; 
_ , r Fags fk ; — i wap —- - 1g A 
te ‘a eR: ae oe Bee eae ty ‘ Pes p. i 
2 ee ee ee ee a a é = rar i? Mic ih re 
a Sic Jas, ica om pa ie i a a i af i eee oe OOS si i LE Yew by ns dial F uae om 
"aed lai _ = a 2.) | 2” es eo an 
is Se dencedtanille: alee he Sa ae Le ie | am wie oe q acne: Te Mneeremechamic’s Yesy 5 mach a } i 
i Seta a és at is basi aa sf ee me a * a a ey i } a their efficiency, anal make by pigs there is ars dibyideeal dia a 4 se 
, sass 9 AM bo) amen Sy “ih. « . a i . wets ih PGT ae J ae performance ey dam " ite Ryde pr fhicias wurde ve yi eae 
ie: 08 ” vs . a " “ere f os ni ‘ § “is wr i ’ i : “ -_ it ‘ 9 % ao These tux pir Tiiibliin's ni ge oY ans ee Hay ay y f 7 aid s, 
= AE Rg? - iit ‘“ # il Tre re me i up ee “ F P eee od hae Peer my inte Mapansted ty choiiensils wo Mb a dean be on 0 of sartabies fh, it y 
Heth "ata 4 n bi apes “ a a s Mba Sst iladeile’ iaieiaihaia 7 in the knowledge J id : 
hE, al —— oe i Me ge a foal ot igo ——" | q 
a ae CUT wp Wat ia hi ; a : : A j ries the vn t Aveda eralelad, in # 4k 
i E F st erg ae i i Phi 2 d ‘ ay oneal Pini the kind of venti penton: inindiad ths ) Ce sl ye 
“ ~~ il 4 “ a. ih ig _ ‘e 4 a ee eh ee } hy eal ra ry Vii nate J We My raeenudaun-ayh al nner “eg ™ . 
:- ‘i “Me ee. . . 7 “7 ieee it “4 sf xvi a ls. . ’ /0M9 yi ‘ : 7 ‘ys pasha nv wethe aed er ae pe 
q b ia ‘A i # site at F i oe bi z ' “ a ' I en q (, ite 
oak es. Pt Me : ee Ca CHEE CHART | neni wat sal 
“ oo “I Mie Silat A 4 * < et Ry a <item & ' arena dl de mais hich the tle of , fe @ | es 
ae ia Eto ~, ey ie Ba ae . jh ether Hf | at oo, 
& . . ae Se ge vg oes 
Se aoe? oe \ re ret Ce i ae THE CHEK-CHART CORPORATION 5 Bei 
ie ec liad re ae as . 4 ee eer et 
: > Ui. agit i. ae he 3 -m ©" ; ees i oe oa ae mi i » 
—~ so aa acai ee Te er es Ve (| , a 
a natin a or. ‘ae Pe nee EE ae 
. ——— ~ = 
= ee a 2 “am ee: ; ‘2 7 
a - a 
. ¥ s = ae a : * 
cs * oe) sys : 
i ‘ ms a’ en 
i ty ae " om i. 
2 & ‘y *~ “ ; Or ei : ee ‘ ) oe 
on™ eae om Z - + Si, Fo ae ae ; ce 
_ e be, , “8 ? ah rd 4 . ’ = PO a al ye - 
. — -= > i.  —— ee ae 7 we a 
ies: ae ’ = " a | Bee 4 e o e ° 
Pee. a Y a : % Ps él 4 F & ] aa 
ie i a oa be ee. =“ wer Yo Me pole “tid hie, MOLLE Hd, 
— -, oa 35 : 7” ‘ } 3... , » 
¢ Easy Money tay Las amy 90 Some rae : 
4% ‘ ; Z wie! ‘ 
~ | ek: " j ‘ ”, ee =? <— en se i 
; (5 ee ; = ts gS _s : eT SIS ‘ eae 
' f & Rf ae . itt _ © ms Spee oe — 
i ’ . . F ety :  — . o.* @o resem a eS 
P- & ¢ aa 4 , a i, wi? ae a *.) a = Sa a 
; . ” : F Were . — a 7 : A e et. an 
; i _ ',7 Pa — 4 os ‘ ‘ wee) Bie ow ' << oe a ph a 
-” 6% % y ate SS "4 “= ) iillladl = a ls 
: ; ‘ ; te af ' inl 4 iin 
3g : & “.* ; e q 4 vet * res - 20 i * a a" ye ‘ 4 = ' a o # tae 
, oi , iy. ¢€ « \ oa {iat ae ‘ £ | - $3 > Fb, i. 
ey cs | “ae” 5 ty Se: .)\-iee Wien, 
aig ee on pe bs "’ Je Pte md ta tea ie it 
4 fo ; i eng) fr; os : te — a "hea 
CARLING'S Aid (Vip pate gk te oe — a: e 
: , Pe foe ‘ ; ee rie i Bile 
: tem f Fes ne . —— Phy, : 
eet “ ms os —— ot! ~~ é 2 : x P q wah e 
. ™ ae ee fs 4 i 
“ 
ee = 
ae 
a 
gat 
e+ . £ Ban te. le 
é . 4 Ee ? @ ca 5 
; “S a. . Dae . | Po 
the : ; i i Vf, 3 7 
. an i oe a“ : ' ; 
4 ™ See a f : an tee gate % = 2 ee 
: ; ‘a — .: — : pied - ‘ sf . - ae ] : “a ’ : wey oo eri eee BS y i is Gor = A: 
‘ ' ‘ ee oe a — Ree ae 4 ee eas \ : 
. A. ae yee = SS x oe a a . bid ¢ € het 
m3 . «Me « ee , aa # %, od Da : ee ek SA ee ee » EL ac ied HF WS Te is : 4 ; 
~ : ¥ = . - . : oS &* Fag = BS OS. Se ee 5 ae i wet Z : 
; ja . See ; 4 Ye _s . ia Biter . 1 ee a ee - , wid v ie ties ee 
a ~& 3 ; 2 ; Ps “A . a y ‘ Winn Se a a 4 i ee ge Po, te Jagleaie™ aig at eae oles 
i es! * AU F ' 
7 “ ~ aia . = P = 
, ; ' 4 \ \ 
eC 
ee j 
‘4 
. = 4 4 : pts ie j * ’ a 
eS. fae ge ae oo: he : _ % 4 : : : 
Dee eae see > ; ‘ oe Se a 4 * 4S : : . : ; : 
, si pee F Meat eka 3 at i ie ‘ g* r . 
a le ; As eee 4 
ee ee 


ee an . q i Ot 
ee ae ye eae. 
a ss = ’ Tg Sl 2 oy 2 : sf S 


«~" 


ie | Ts ms lee 


< 
Ss 


the Sun sells* 
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Book publishers are a canny lot—smart merchandisers and after another— 
choosy advertisers. 

When they give The Chicago Sun the big and steady i ae - 
advertising linage that they do, it means The Sun and “TH E ‘su N giv ves r sults” 


: : ni "” 
ay but Book Week are doing an effective selling job ou t o f all proportion to 


Their preference for The Sun is no flash in the pan. - its circulation and cost 


. : : js ae ol 
It’s a reflection of the steady and consistent growth of The i 


Sun as a new selling power in Chicago for any product. 
Here is the record on book publishers’ linage for the It’s further evidence that whatever you have to 
past year and one quarter: sell — whether it’s food or fun, clothing or cos- 
metics—if you want to sell it in Chicago: 


In 1943 The Chicago Sun was— 
@ first in Chicago 

@ first in the Midwest 

@ third in the nation* 2 By using The Sun alone you can make a tremendous 

*led only by the New York impact against America’s No. 2 market with a relatively 

Times and Herald-Tribune. small expenditure. Actually, you can sell for less in The Sun. 


1 You need The Sun in any newspaper combination to 
<) cover Chicago completely, economically and efficiently. 


In the first quarter of 1944 The Sun was again first in 


Chicago, leading all other Chicago newspapers by a : THE CHICAGO SUN a 


wide margin. 


CHICAGO'S MORNING TRUTHpoaper 
That’s the kind of evidence that says in one selling field 400 W. MadisonSt.,Chicago - 250 Park Ave., New York 


National Representatives: 
THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. » NEW YORK: 230 Park Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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